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From Coast-to-coast... 


Retailers have discovered... 


STOVE and UTILITY MATS 


> <TOLug 
Sn Guaroded by a 
Sood —, 


| A division of Phoenix Table Mat Co. 


1718 E. 75th St., Chicago 49, Ill. 








No. 100T 

No effort to sell this packaged storm-window unit! 36” x 78” No. 24SL 

clear vinyl with fiber molding strips, nails, instructions. Color- Polyethylene plastic sheeting, 36” x 72”, with fiber molding 
fully packaged in individual cartons, ready for counter or strips, nails, instructions. Packaged in colorful self-merchan- 
window display. No. 100T dising envelope. Perfect, low-cost storm windows! No. 24SL 


KRAFT DOOR COVER 

Converts screen door to storm door in 
minutes. 36” x 84” tough, long-lasting, 
weatherproof laminated Kraft paper 


8 Sele Jo eae 


with molding strips, nails and easy-to- 
follow instructions. No. 1 2KD. 


WIDE POLYETHYLENE 


Polyethylene sheeting for hundreds of 
household purposes: clothing bags, furni- 
ture covers, tool and machinery hoods. 
Nine-foot width on a 30” roll, 

50’ and 100’ lengths. 

No. 2LP-9. 


PACKAGED 
POLYETHYLENE 


Tough, waterproof poly- 
ethylene in convenient 
household sizes—9’ x 6’ 
and 9’ x 12’—handsomely 
packaged in colorful self- 
selling polyethylene en- 
-velopes. No. 96K and 91 2K 


AL ©) 54 kO) 7 WRLC. 3500 No. Kimball Ave., Chicago 18, Ill. 
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U Td l IT @ @ @ defies shopwearing. All store fixtures 


have a life span. Years of use wear out any display unit. Designed with long-life in mind, the new Weber 


DISPLAYLINE is constructed of the most durable, all steel elements with back panels and shelves of perforated metal. 
These versatile, simple-to-assemble new gondolas and wall shelvings use no nuts, 

bolts or clips ...need no tools to assemble. Each unit is completely self-locking 

and makes up into a variety of combinations. With DISPLAYLINE’S quality 

hardware, stainless steel glass divider clips and hangers, your store fixtures 

will look forever fresh and new. Comes in 8 attractive, store-planned 


colors, applied with enduring baked enamel paint. To see the way to 


& , : 
a new “pattern for profit” Mwrite for free illustrated brochure: 








WEBER SHOWCASE & FIXTURE CO., INC., 5700 Avalon Blud., Los Angeles 11, Calif. 
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182 YEARS OF SHOVEL LEADERSHIP! 


MONONGAH 
Model 103—Lock Socket 


This is the strongest lightweight 
shovel produced (3% Lbs— 
Long-handled round-point). 
Perfect balance and “hang” 
keep this shovel in constant 
demand. Blade and bottom 
section of socket are carefully 
tempered to give proper 
hardness and ductility. 
Monongah Shovel blades are 


that built America ! 





PONY 
Model 203—Solid Shank 


Your assurance of the best in 
a solid-shank shovel. The 
blade shank and socket is 
forged from one solid bar of 
steel. The blade is tempered 
to give proper hardness and 


Ames shovels have helped mold 
American history. They were used 
in digging trenches at Bunker Hill, 
in constructing the Erie Canal, 
building the first railroads, shaping 


a nation out of wilderness. Ames 


unconditionally guaranteed. 
Handles are of selected 
Northern ash with Burntcote 
finish. ‘ 


ductility. Pony solid shank shovels accompanied Byrd and 
shovel blades are uncondi- 
tionally guaranteed. Handles 
are of selected Northern ash 


with Burntcote finish. 


Peary on their Polar expeditions, 
played a prominent part in every 


American war. For 182 years Ames 








shovels have been the symbol of 





quality and dependability. 


AMES BUILDS BETTER AND MORE SHOVELS THAN 
ANY OTHER COMPANY IN THE WORLD 


because Ames has always been dedicated to uncompromised 
quality in materials and construction. 


because Ames consistent product performance has led to strong 
customer loyalty. 


because Ames shovels backed by the greatest pool of shovel mak- 
ing know-how in the history of tool manufacturing. 


because Ames sells on facts and established reputation rather 
than flashy claims. 


This is why Ames is the largest shovel manufacturer in 
the world .. . and still growing! When it comes to proven 
shovel quality buy Ames with the full assurance that you 
are getting the very best. 


0. AMES COMPANY 
Division of McDonough Co. 
Parkersburg, W. Va. 


W 
AMES 


Since 


1774 
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ACCO 


for Better 
Values 


Packages for Shelf Chain Items 


All AMERICAN CHAIN shelf items now 
come in attractive blue-and-gold pack- 
ages (see above) which make it easy for 
you and your salespeople to locate any 
packaged chain item in seconds. The 
colorful packages on your shelves and 
counters will attract customers and 
build chain sales for you. 


New ACCO-PAILS 


ACCO-PAILS of Proof and BBB Coil 
Chain make attractive displays on 
counters, or in any store location. 
Newly-designed labels now make them 
brighter and more colorful. Labels are 
in standard industry colors for instant 
identification: GREEN for Proof Coil 
Chain, RED for BBB Coil Chain. 


Bs << 
New Cartons | 
for Quick Identification 


These new ACCO cartons, used for 
packing many shelf-item packages as well 
as certain bulk items, are self-identifying. 
Each has an all-around ACCO design in 
blue and gold—and each is clearly labeled 
as to its contents. Very handy to stock, 
store and display. 


Steel Drums 
for Bulk Chain Selling 
Sturdy steel storage drums, with 
readily removable tops, are used for 
ACCO Proof Coil, BBB Coil, High Test 
and Alloy chain. Each drum now bears 
a colored label for easy identification. 


Why Acco’s new packaging 
program means easier, 
faster chain sales! 


Never before has any sales-stimulating idea presented hardware 
dealers with greater opportunities to increase their chain volume 
than has ACCO’s great new packaging program. 

Now the entire American Chain line of hardware-store products 


is packaged in distinctive containers that make it easy for the 
customer to select exactly what he wants, quick as a flash. And 
the ACCO packaging enables you, the dealer, to locate desired 


Newly Improved 
Chain Sales-Maker 


The convenient, popular ACCO CHAIN 
SALES-MAKER has been improved by the 
addition of a quick-action cutting bar, 
which permits snipping off just the length 
of chain desired. Saves time and steps. 

With the attractive Chain Sales-Maker, 
you can display a wide assortment of 
chain in very little floor space. Your cus- 
tomers can see and feel the chain—and 
buy it! 

The Chain Sales-Maker is shipped 
complete with your choice of several chain 
assortments (ask your Distributor about 
these); chain comes on reels; packaged 
refills, on reels, available. Illustrated is 
Assortment 38, our most popular one. 


Assortment No. 38 (7 reels) 

175 Ft. 2/0 Tenso Chain, Bright Zinc Plated 
125 Ft. 3/0 Lock Link Chain, Bright Zinc Plated 
200 Ft. 3 Tenso Chain, Bright Zinc Plated 

75 Ft. 2/0 Twist Machine Chain, Bright Zinc Plated 
100 Ft. 35 Sash Chain, Bright Zinc Plated 
200 Ft. 1/0 Brass Safety Chain, Bright Finish 
200 Ft. 16 Double Steel Jack Chain, Bright Zinc Plated 


items in seconds... to display your American Chain stock in a 
neat, effective, inviting manner... to control your inventories 
more easily ... and finally, to sell more chains in less time and 
with less effort. 

Typical packages are pictured on this page: boxes, cartons, 
steel drums, ACCO-PAILS and the quick-action ACCO Chain Sales- 
maker. All containers are labeled in bright colors for instant 
identification of the ACCO brand name, also of the contents of 
the container. 

All these ACCO packages have high impact and recognition 
value. They not only identify the merchandise, but help identify 
your store as headquarters for the very best in chain quality and 
value— American Chain! 


Order through your American Chain Distributor 
He is willing and able 
to give you prompt chain service at all times 


American Chain Division 
AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 
"indicates Warehouse Stocks *Portland, Ore., *San Francisco 
For Details Circle 5 on INQUIRY CARD 
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Time for Action 


When the rush of Christmas is over, there is a rather slow 
week before the New Year starts. 


This period is not a time for complete relaxation to recover 
from the rigors of holiday gift selling. Rather it is a time when 
you can look ahead and make plans for the coming year. You do 
this, of course, by first looking back . . . at the books for 1957. 


Find out if there are any changes to be made. . . drop lines, 
expand departments, change locations to stimulate traffic and 
many other things. 


The prophets will tell you what will happen to business in 
1958. One will tell you that business will be better. Another will 
tell vou to look out for a decline. 


It really isn’t important to pay too much attention to such 
general forecasting. If you use the time after Christmas wisely 
and make sensible plans for next year, you can have a profitable 
year. Just take positive, progressive action. 


Wile Chen 








YOU AND 
JOHNSTON 
CAN BE A 


promotion with PROFIT PULL 


company 


Sound financially, Johnston has made 
quality mowers for over 25 years. 
Its efficient, well integrated new plant 
is outstanding in the industry. 


on Fy 
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Johnston’s streamlined 1958 mower line 
has only the best selling sizes in the 
best selling price ranges. By eliminating 
slow-moving inventory units, you 


earn maximum profits. ij Bed S>. 


? 4 
"9 & 


New Air Dome Design, New Jet Flow 
Discharge, New 6 Blade Reels are 
the result of complete engineering and 
product testing that keeps Johnston 
far ahead of ordinary mowers. 
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new features 


Johnston’s strong, consistent national adver- 
tising in important consumer publications 
makes Johnston a leading brand name. John- 
ston’s aggressive local promotion includes a 
strong cooperative program, point-of-sale dis- 
plays, sales literature and direct mail materials 
... all to increase your mower profits. 





service 


Johnston’s nation-wide mower service 
organization enables Johnston jobbers 
and dealers to concentrate on sales JOHNSTON LAWN MOWER CORPORATION 
and profits, without the usual Brookhaven, Mississippi 


service headaches, A subsidiary of Jacobsen Manufacturing Company 


Write today for free full color, 1958 brochure. 
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PROFIT TEAM! 
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1958 Johnston reel mowers are made to exacting 
standards, built to smoothly cut the finest lawns 
for years and years. New 6 Blade reel with 20% 
additional cutting capacity is a powerful sales 
feature. Available are standard and trimmer 
models, deluxe and budget units. 


18” J-Special—Smooth 18” and 21” Lawn 18” and 21” Velva- 

cutting, Reel type for Patrol — Features Trim — An outstand- 

budget buyers, recoil New 6 Blade reel for ing trimmer type mow- 

starter, waveless cutting; dual er with preferred front 
clutch control for con- throw and rear wheel 
venient operation. drive. 


a rotary line with PROFIT PULL 





Every mower in the compact 1958 Johnston line 
has a sales purpose, will sell. Johnston rotary 
mowers include deluxe and standard models, 
hand and self-propelled units. Exciting new fea- 
tures include exclusive Air Dome Design, Jet 
Flow Discharge, special side trim slot. 


es a4 
y S » 


18” Standard — A 18” and 21” Deluxe 21” Self Propelled — 
quality mower for the — New Jet Flow Dis- Selective, variable 
budget buyer. Both charge, New Air Dome speed transmission, 
front and side trim, 4 Design, exclusive side front and side trim, 


cycle with recoil. trim slot. offset wheel design, 
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Your customers want just 
what Southern gives them— 
Quality and Dependability. 


All Southern fasteners are 
U.S. A.-made to rigid 
government specifications, 
from finest materials, 
with machines 

tested for precision. 
Customers “come back”. 


New.customers ask for 
Southern, too, because 
they’ve been pre-sold in 
Popular Mechanics, 
Popular Science, and in 
the Handyman books. 





Success 


Assure yourself that your 
customers will be able to get the 
Southern Screws and Bolts 

they ask for .. . Stock the 

full Southern line ... Write on 
Company letterhead for 

Package Stock Guide and 

the Southern Catalog. Address 
Box 1360- HW, Statesville, N.C. 


Wood Screws *® Machine Screws & Nuts 
A,B,C&F Tapping Screws * Dowel 
Screws ® Wood & Type U Drive Screws 
Stove Bolts ®© Hanger Bolts 

Roll Thread Carriage Bolts 


South 


SCREW COMPANY 


STATESVILLE © NORTH CAROLINA 


Warehouses: NEW YORK e CHICAGO 
DALLAS e LOS ANGELES 


Sold Through 
Leading Wholesale Distributors 
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DON’T PUT GREEN SPOT SPRINKLERS 
WHERE PEOPLE CAN SEE THEM 


... especially Green Spot’s new Oscillat- 
ing Sprinkler. It could start a stampede. 
Just sneak it out when there are only a 
few people in your store. Even then, 
you'll have to be careful. Some custom- 
ers get violent if you serve others first. 

It’s all the fault of our design people 
When they re-styled our Green Spot 
sprinklers last year they did almost too 
good a job. People now find the Green 
Spot line quite irresistible. 

So if you wish to avoid the inconven- 
iences of heavy traffic and rising profits, 
keep Green Spot sprinklers out of sight. 


DECEMBER 1957 





If you feel reckless, you might put one 
or two of them on your counter. But if 
money-waving customers break it down, 
don’t send us the repair bill. 

There’s going to be some national ad- 
vertising on Green Spot sprinklers. But 
they'll only appear in obscure, little- 
known magazines like the Saturday Eve- 
ning Post, Better Homes & Gardens, 
Time and Sunset. Probably no more than 
30 or 40 million people will see them. 

One of our salesmen may try to talk 
you into using the colorful window and 
counter cards we’ve had made up. And 
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some of our merchandise racks, too. 
Don’t commit yourself! 

No matter how many precautions you 
take, a mob of customers will gather in 
front of your store some morning to see 
the Green Spot line. When this happens 
you can do one of two things. Barricade 
the doors and call the police. Or fling 
wide the doors and let the customers in. 
We'd advise the latter. 


by | SCOVILL 


9 








OF FINE 


TOOL MAKING 


Upon completion of our first half century 

of dedicated service to the craftsmen of the free 
world, we wish to thank our millions of 
customers and thousands of distributors and 
dealers for the vital part they have played. 
From the original wrench of 1907, 

the Crescent line has grown to include 
hundreds of the most widely used hand tools. 
We pledge that the quality-of-product 

which has brought us thus far will be our 


criteria for future standards. 


other tools. Sold by leading distributors and retailers everywhere and made only by 


JAMESTOWN, NEW YOR K 
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“NAT” STANDS OUT 


for one-source buying 


Want to reduce your fastener handling and ordering problems? 
Switch to one-source buying. National stands out as your most logical single source 


because: 1. It’s the complete line. 2. Packaging is uniform, colorful, with buy appeal 
3. Color-coded labeling makes stock handling easier. 4. Quality is unsurpassed 
assures constant customer satisfaction. 


Standardize on National and eliminate costly prob- 
lems of multiple-source buying and handling. Sell 


National, and you’ll be selling the complete quality 
line—the one that stands oui 


Ask Your Distributor... He Knows 





Thee 


3 NATIONAL SCREW & MFG. CO. OF CAL. 
i | | " 4 7. 3423 So. Garfield Ave., Los Angeles 22, Cal. 


’ 
Div. of The National Screw & Mfg. Company, Cleveland 4, Ohio 
( 
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Merchandise Now In The News 








125—WING NUTS, die-cast of zinc 
alloy, available as capped wing nut 
and also a washer base wing nut. 
Capped wing nut allows easy adjust- 
ment. One piece washer base wing re- 
places wing nut and flat washer. Han- 
dling and assembly time is reduced 
and inventory cut in half.—Gries Re- 
producer Corp. 


126—SELF - CLEANING, non-clog- 
ging shower head provides a full 
double cone spray and incorporates 
no-drip action after shower has been 
shut off. The Mel-O-Flo automatic 
shower head is designed to fit all 
showers. This device is engineered to 
clean itself each time the water is 
turned on and off. Retails for $2.95.— 
Melard Manufacturing Corporation. 


12 


127—“SLIP-ON” is the trade name 
for this mirror-finish, stainless steel 
soap tray which measures 5%” x 3” 
at the center, streamlined to 234” at 
the ends. Adapted for attachment to 
deck covers. Slips on easily and 
quickly. Combines the strength of 
steel with the smartness of stainless. 
—Jones & Laughlin Steel Corp. 





128—DRIVEWAY MARKER design- 
ed to keep vehicles off lawns and 
shrubbery is marketed under name 
Drive-Gards and offered in sets of 
four. Reflector caps stand high enough 
to be seen day or night, even in deep 
snow. Practical for homes, cottages, 
lodges, hunting cabins, winter resort 
area, motels, farms, ete.—C-F-G As- 
sociates, Inc. 








1299—G ENERAL CHEF cabinet 
kitchen combines refrigerator, stove 
(with oven if desired), freezer and 
sink in a cabinet, and is only 29 inches 
wide. A selection of natural wood or 
white finishes allows it to blend with 
other furniture. Provides desirable 
combination of complete kitchen facil- 
ities.—General Air Conditioning Corp. 





130—ADDED TO LINE—Four new 
aluminum windows have been added 
to Stanley’s line of residential alu- 
minum windows. Single and double 
hung windows feature wool pile 
weather stripping around entire per- 
imeter of each movable sash. Win- 
dows are inside glazed and feature 
heavy duty die-cast sash lock.—The 
Stanley Works. 
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131—PATTERNED STEEL can be 
used for decorative office furniture 
and equipment, home appliances and 
hardware. Embossed patterns 
(gauged above), pressed into steel as 
it is rolled, may vary from delicate 
floral motifs to heavier geometric de- 
signs for consumer items.—United 
States Steel Corporation. 


132—CATCH DUST faster and easier 
with push-button aersol spray that 
cleans and collects dirt and dust par- 
ticles and holds them in suspension 
until shaken from mop or cloth. Dirt 
and dust are “transformed” into 
heavy lint. For dusting furniture and 
floors, asphalt tile, rubber, linoleum, 
wood, etc.—Krylon, Inc. 
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pages, please circle number 
on the Reader Service Card, 
facing Page 48 in this issue. 








133—“COLOR-ON-COLOR” Melmac 
dinnerware is made by an exclusive 
“color-on-color” process of bonding 
two colors into single piece. Has 
Texas-Wate  self-draining contour 
base and heavy-duty rolled edge. 
Comes in five color combinations, 
solid and textured. Produced for com- 
mercial and institutional use.—Plas- 
tics Mfg. Co. 


134—SQUARE-SHAPED automatic 
skillet features removable silicone 
thermostat which makes accurate 
automatic heat control possible for 
all types of cooking. Has hanging ring 
for wall storage, all-around pouring 
lip and convenient helper handle for 
ease in carrying when skillet is filled 
with food. — General Electric Com- 
pany. 


0 

135—COME AND GET IT bell in 
highly polished and lacquered alu- 
minum. Bell is six inches in diameter 
and five inches high. Tone is clear, 
pleasing and long lasting. Mounting 
bracket is a satin black pony shoe. 
Retails for $4.95.—Bevin Bros., Mfg. 
Company. 


136—CONTROLLED HEAT in a 
heavy-duty portable infra-red heat 
lamp has a three-way switch that ad- 
justs instantly to 100, 150 or 250 
watts. Heat is reflected through a 
red, non-glare filter with built-in sil- 
ver reflector sides.—Vari-Pac Corp. 


137—CLOSET SHELF and rod sup- 
port is designed for easy do-it-your- 
self. A pair of these supports accom- 
modates a closet shelf and clothes 
hanger rod at the same time. Sup- 
ports are 10 inches high by 11 inches 
wide.—Knape & Vogt Manufacturing 
Co. 
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NEW PRODUCTS —(Continued From Page 13 





138—MULTI-FEATURE jig saw has 
a light that spots the business end of 
the blade, left or right angle, adjust- 
ments, new rip and circle guides and 
a detachable auxiliary handle for 
finer control over the saw.—Portable 
Electric Tools, Inc. 


139—REAL SMOOTH is what you 
will say when you use the Sand-O- 
Plane, an entirely new concept in 
sanding. It has a flexible ball joint 
principle and the disc that stays flat 
to the surface. The Sand-O-Plane 
works with a rotary plane action 
giving a smooth, level surface. It 
sands equally well on wood, fiberglass, 
metal or masonry.—Dola Corporation. 


140—LIFE-TIME wrench sets on 
double-purpose wrench racks are now 
available. Racks have built-on hooks 
handy for dealer display on pegboard 
or wall and are royal blue with yel- 
low lettering. Wrenches come in sets 
of six or nine—The Billings and 
Spencer Company. 
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100! USES AT HOME 


141—HANDY FASTENING TOOL— 
The Squeeze-Klip will fix or fasten 
countless household and workshop 
jobs. Works well on metal, leather, 
cloth, cardboard, etc. Kit contains pre- 
cision pliers and 500 klip fasteners.— 
Republic Fastener Products Corpora- 
tion. 


142—G-WHIZ electric power saw de- 
signed for all homecraftsmen and 
“do-it-yourself” enthusiasts performs 
a variety of cutting jobs on lumber, 
plastics, light metals, hard rubber, 
pressed woods, etc. Perfect balance 
and handling ease.— Forsberg Mfg. 
0. 


143—SUPER POWER 55 gear-driven 
McCulloch chain saw features great 
horsepower-to-weight ratio. Weighs 
only 22 pounds and produces 6.5 
horsepower, 20 per cent more than 
previous model. Available with 12, 18, 
24, 30, 36 and 42-inch blades.—Mc- 
Culloch Motors Corp. 


144—IDEAL “STARTER” TOOL for 
the junior craftsman or model builder 
this 124% inch jigsaw mounts on 
bench or table and features a remov- 
able upper arm, built-in blower, 
chucks that rotate 90 degrees and is 
oiled for file. — Magna Power Tool 
Corp. 
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145—SAFETY FEATURES incorpo- 
rated into a new nail puller includes 
the guide handle, an extension of the 
claw hook, which is held by the hand 
in positioning the claws over the nail 
head. Weighing five pounds, the puller 
is 18” long when closed.—Greenlee 
Tool Co. 


146—BUSHMAN SAW with an ad- 
justable wing nut enables users to 
change blades in seconds and to main- 
tain a constant blade tension at all 
times. Lightweight and simple to use. 
Saw is available with or without ex- 
tended handle. For farm or home use. 
—Gensco Tools. 


HARDWARE WORLD 





+ 
SS 


DOUBLE-SIDED 
BLADE FOR 
DOUBLE LIFE! 


MILLERS FALLS 
No. 1220 


* 
Koos 
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PATENTED BLADE 


The Plane-’R-File Blade is made 
of specially hardened English 
steel with cutting teeth on both 
sides of the blade. When one 
side is worn from long use, blade 
can be turned over. Inexpensive 
replacement blades are also 
available: Coarse or Medium 
Grade, 98¢ each. 


SHAPES QUICKLY. Cuts soft or 
hard woods and metals. Removes 
stock fast and easily. 


CUTS TOUGH STEEL. Cuts metals 
easily, even steel — smoothes 
solder, files metalware, etc. 


DECEMBER 1957 


GIVES SMOOTH FINISH. Cuts 
with or across grain, leaves sur- 
face ready for painting, jointing. 


REMOVES BURRS. 


quickly, easily. 


Files and 
smoothes pipe and other metals 


2-WAY HANDLE 


4 


— both in a sifgle tool —at a single price! 


-R-FILE 


Planes, files, shapes, smoothes wood, metal, plastics 
@ Leaves smooth, even finish 
Cuts everything — from soft wood to tough steel 





Cuts fast and easily 


Non-clogging e@ Flexible, unbreakable blade 
Double-Sided Blade for Double Life 


Here... in a single tool ... is a great new way to do all sorts of planing, 
filing, shaping, and smoothing jobs in shops and around the home. It’s 
just the thing for professional workmen in many trades, and for home- 
owners and hobbyists. We predict wide popularity for this inexpensive, 
versatile new tool. 


Plane-'R-Files are available complete with 
blades — individually boxed at $3.49 each 
— or in a strikingly modern 10-Pak Mer- 
chandising Unit. This consists of 10 indi- 
vidually boxed Plane-’R-Files plus a free 
display as shown at right. For a limited 
time only, special introductory prices ap- 
ply to this unit, offering dealers an extra 
profit margin on every Plane-’R-File they 
sell. 


ORDER A STOCK FROM 
YOUR SUPPLIER TODAY! 








MILLERS FALLS 
TOOLS 
MILLERS FALLS COMPANY 


Dept. HW-19, Greenfield, Mass. 


For Details Circle 11 on INQUIRY CARD 
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Use Inquiry Postcard for Further Information About NEW PRODUCTS 





147—TWO IN ONE lawn fertilizer 
container and spreader, made from 
corrugated or solid fiberboard, enables 
customer to receive his lawn food in 
container which, with addition of 
wheels and handle furnished, offers 
disposable spreader. — Agricultural 
Products Corporation. 


148—THREE - WAY HOSE REEL 
that will not bend, chip or rust is 
made of lifetime fiberglass. Products 
is lightweight and trouble-free. Holds 
up to 175 feet of garden hose. Winds 
hose easily and evenly.—Gilmour Mfg. 
Co. 


149 — OSCILLATING SPRINKLER 
with aqua spray control is now in the 
low-price field. The Aqua dial is a 
three-position automatic control for 
selection of full, partial or side cov- 
erage of lawr areas. The Swingin’ 
spray model retails for $6.50.—Mel- 
mor Industries, Inc. 
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150—COLT RIDER, a 25-inch reel 
mower is powered by a 234 hp four- 
cycle engine. With cycle-type heavy- 
gauge tubular handle bars and sulky 
frame, the Colt has a widespread 
wheel base with a low center of grav- 
ity for maximum stability. — Toro 
Manufacturing Corp. 


151—FOR STARVING PLANTS — 
Gibrel in tablet form under the trade 
name of Boostabbs is offered by the 
makers of Plantabbs and retails for 


69 cents per package. A good tie-in 
item since it is necessary when using 
Gibberellins to use extra plant foods. 
—Plantabbs Corporation. 





152—LET’S PLAY—This deluxe cro- 
quet set has polo-type mallets with 
nine inch rock maple heads and 24 
inch screw-in handles. Set includes 
regulation 33,” balls in matching 
colors made of twice-seasoned rock 
maple.—South Bend Toy Manufac- 
turing Company. 


153—TURBO-VAC grass catching 
rotary power lawn mower collects all 
clippings as well as litter giving it 
that vacuum-cleaned look. Has an 18 
inch cutting width and is powered by 
a 2.25 hp engine noted for its easy 
starting and performance.—Jacobsen 
Manufacturing Company. 





| CRIPTEX 


MEW RUG LIFE-GUAR? 
6 
x \/~ 
Picmanen 


*K!D.pRooF 





154—PREVENT SKIDDING with 
Griptex Rug Life-Guard, an unusual 
liquid rubber that also prevents fray- 
ing and may be used for repair with- 
out sewing. Simple to apply by brush 
or spray, it dries to form a strong 
rubbery film. — Adhesive Products 
Corporation. 


155—TRUE FREE-WHEELING and 
two forward speeds are offered in the 
Worcester line of self-propelled rotary 
power mowers. Fingertip controls for 
instant choke, run, stop and clutch 
action are mounted on handle. — 
Worcester Lawn Mower Company. 
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earn extra money with Nicholson 
and Black Diamond Chain Saw files 


Hardware dealers report rapidly increasing 
volume in chain saws. 


By stocking Nicholson or Black Diamond Chain 
Saw files, you can make at least one extra sale 
with every chain saw you sell and set up a steady 
flow of repeat sales for the future. That's because 
leading manufacturers recommend filing as the 


best sharpening method for their chains. And they 
endorse Nicholson and Black Diamond brands as 
the best Chain Saw files. 


Stock and display the Chain Saw files pre- 
ferred by professional lumbermen—Nicholson and 
Black Diamond. They're available now through 
your regular wholesaler. 


There’s a Nicholson or Black Diamond file for every chain saw you sell 


Round Smooth Double Cut—smoothest feeling, fastest 
sharpening, best finishing of all leading file brands by 
test. Has a velvety bite without chatter. 


chisel bit chain teeth. 


OL 
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NICHOLSON FILE COMPANY, PROVIDENCE, RHODE ISLAND 


(In Canada: Nichelson File Company of Canada Ltd., Port Hope, Ontario) 


Flat—for plain cutter-and-raker teeth. Has two rounded 
edges. (Flat sides also lower depth gauges.) 


Square—cuts two surfaces of the chain's teeth at once. 


( 


Lozenge—preferred by some for hooded-type chains. 


—S iD 
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WESTERN HARDWARE 
FIFTY-YEAR CLUB MEMBERS 


Horseshoes Nostalgic 
Reminder of Old Days 


BRINGS BACK MEMORIES—C. 
Krengel (above), owner of Krengel’s 
Hardware store, Twin Falls, Ida., 
thinks of the old days when he ad- 
mires his collection of horseshoes 
which date back to 1907. 


TWIN FALLS, Ida.—A Collection 
of old-time horseshoes is proving to 
be a place of nostalgic interest for 
oldtimers in Krengel’s Hardware 
store here. 

C. H. Krengel, owner of the store, 
is celebrating his 50th year in busi- 
ness in the same location this year. 
He started back in 1907 as a combina- 
tion hardware store and blacksmith 
shop. 

The blacksmith shop has long dis- 
appeared, but Mr. Krengel has hung 
a reminder of the good old days on a 
post in the middle of the store. 

“You’d be surprised at the number 
of people who’ve forgotten what a 
horseshoe looks like,” the pioneer 
hardware retailer says. “Nowadays, 
the children come in and want to 
know what the things are used for.” 

The unusual collection contains all 
types of horseshoes, including one— 
on the bottom of the middle row— 
that Mr. Krengel picked up on a 
French battlefield during World War 
I. 

The collection is a popular attrac- 
tion in the store, and creates lots of 
comment. 

Alas, Mr. Krengel admits the dis- 
play sells very few horseshoes! 

In addition to the hardware store, 








RECOGNITION is given in the following columns to indi- 
viduals and firms who have served the Western hardware 
market for 50 years or more. Others who may qualify should 
send full details to the editor HARDWARE WORLD. 








Krengel operates a machine shop 
which manufactures trailer hitches, 
harrows and disc under the name of 
Krengel Machine Company, Inc. Kren- 
gel’s trailer hitches are distributed 
to dealers in 48 states, Alaska and 
Hawaii. 

The store has a 150-foot frontage 
while the machine shop is 110 by 150 
feet. In addition Krengel has added 
loading docks, storage and ware- 
houses and two parking lots. He is cur- 
rently adding a service department to 
sharpen lawnmowers, file’ saws, 
sharpen scissors and knives and rent 
small tools. 

Krengel’s store takes on the mer- 
chandising of products peculiar to 
hardware store operations—a gour- 
met bar stocked with imported cheese, 
hams, canned rattlesnake meat, alli- 
gator soups and other delicacies to 
please the most demanding palates. 

Hardware World is pleased to ex- 
tend memberships in the 50-Year-Club 
to C. H. Krengel and to Krengel’s 
Hardware. 


Hardware Changes Hands 
in Ogden, Utah 


OGDEN, Utah — Klenke Hardware 
Co., 350 24th St., Ogden’s second oldest 
hardware store, was sold for an un- 
disclosed sum Nov. 1 by John M. 
Klenke, to two Salt Lake City men, 
Chester Coles and Lynn Christopher- 
son. 

The new owners planned to change 
the name of the firm to the C & L 
Hardware Co. Mr. Coles has been a 
salesman for Zions Cooperative Mer- 
cantile Institution Wholesale Dis- 
tributors of Salt Lake City. 

Mr. Klenke, widely known in hard- 
ware circles, had been associated with 
the store as an employe and owner 
for 50 years, and had owned it for the 
last 30 years. 

The store was opened as the Boyle 
Hardware Store in 1887 on Washing- 
ton Blvd., and Mr. Klenke went to 


work as a delivery boy at the age of 
14 in 1907. In 1916, the store moved 
to its present location, and Mr. 
Klenke bought it in 1926. 

Mr. Klenke said he is going to re- 
tire and do some of the things which 
he has not been able to do previously. 
He immediately announced his can- 
didacy as a write-in candidate for the 
Ogden City Council. He previously 
was candidate for mayor of Ogden 
and made a good showing. One of 
the planks in his campaign platform 
was to stop garbage cellectors from 
banging the garbage buckets around 
and was known as “Honest John for 
Mayor.” 

Hardware World is pleased to ex- 
tend membership in the 50-Year-Club 
to John M. Klenke and to C & L 
Hardware Co. 


Store Has Long History 


CORVALLIS, Ore. — The Corvallis 
Hardware Company, 137 South Third 
St., traces its history back to one of 
the oldest hardware establishments in 
Corvallis, the J. R. Smith Company 
which occupied the location from 1884 
to 1941. 

The original Smith store was 
bought in 1941 by E. W. Heckert who 
in turn sold it in 1955 to D. G. Sissel 
and Associates. It is currently man- 
aged by Don Sissel. 

Hardware World is pleased to ex- 
tend membership in the 50-Year-Club 
to The Corvallis Hardware Company. 


90 Years in Business 


HELENA, Mont. — The Power- 
Townsend Company, hardware, house- 
wares, feeds, seeds, plumbing, and 
building supply store, is celebrating 
its 90th anniversary here with the 
addition of a new store. C. M. Wall 
has been president and manager of 
the company for 33 years. 

Hardware World is pleased to ex- 
tend membership in the 50-Year-Club 
to the Power-Townsend Company. 
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WASHING 


—By N. R. REGEIMBAL 


» for WESTERNERS 





Chilton News Bureau, Washington, D. C. 


Minimum Wage Extension To Big Stores In 1958 
May Pose Competitive Problem for Westerners 


Western hardware dealers may be facing competition for workers 
from large department and specialty stores which will be forced 
under an extension of the federal minimum wage-hour law to pay 
their lowest-paid employee $1.00 an hour. 


This could hurt, businessmen 
say. Chances that Congress will 
finally go along with union de- 
mands to extend the minimum 
wage law to some retailers are 
increasing. Even the most op- 
timistic opponents of extension 
are now sadly admitting that 
the first steps may well come 
in 1958. 

As a prelude to next year’s 
congressional consideration, the 
House Labor Standards subcom- 
mittee held hearings in 10 West- 
ern cities this fall. Reps. James 
Roosevelt, D., Calif., and Joe 
Holt, R., Calif., conducted the 
hearings. Both are advocates of 
extending the minimum wage 
law. 

Opponents argued that if the 
minimum wage law is extended, 
the right of local businessmen 
to determine what wages they 
can pay and still give maximum 
service to their communities 
would be removed; current infla- 
tion would get worse, and the 
competitive position of small 
business would be “dangerously 
weakened.” 

Backers of extending wage- 
hour law coverage to merchants 
have agreed to patch up their 
differences next year and get 
behind legislation. They’ll prob- 
ably try to cover stores with an- 
nual gross sales of $1 million, 
or with five or more outlets. 
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Probable outcome of covering 
the large stores, opponents say, 
will be that they would have to 
hire additional employees to 
keep required records and will 
have to either raise prices or 
lay off other workers, or both; 
small firms would have to raise 
wages of better workers and re- 
lease others, or try to hold the 
same force with smaller wages 
and try to give the same service 
with less experienced workers. 

* * * 

TRADING STAMP plan prac- 
tices will be restudied by the 
Federal Trade Commission, and 
some restrictions may result. 
... FTC recently ruled that trad- 
ing stamps as such are not il- 
legal, but under prodding from 
Congress, has agreed to study 
closely the operations of par- 
ticular stamp firms.... At issue 
will be charges that some stamp 
plan practices involve false and 
misleading advertising, decep- 
tive activities, price discrimina- 
tion, exclusive dealing, loans to 
customers, refusal to sell, boy- 
cotts, and conspiracy. 

* * * 


FREIGHT RATE HIKES are 
still budding. . . . The first truck- 
ing industry application for a 
rate boost to match recent rail- 
road freight rate increases has 
heen filed before the Interstate 
Commerce Commission, request- 


ing permission to raise rates 7 
percent on shipments between 
the Midwest and the Pacific 
coast. .. . Eastern railroads, in 
a bid that will probably spread, 
are seeking permission to raise 
rates on shipments of less than 
a full carload from 14 to 29 
cents for each 100 pounds. ... 
* * * 
HUNTING, FISHING activ- 
ities—an exploding source of 
rising sales to many Western 
hardware dealers—should con- 
tinue their spectacular growth. 
.. . Federal aid funds for res- 
toration of sport fishing and 
wildlife in the fiscal vear ending 
next June 30 will amount to 
$25.1 million, an increase of $4 
million of the appropriation for 
last year; new grant will be an 
all-time high. . . . Meanwhile, 
travel in the National Park Sys- 
tem continues to rise—some 51 
million visitors were counted in 
the System in just nine months 
ending Sept. 30, some 4 million 
more than in the same period 
last year. 
* ao ~ 
WESTERNERS in the news 
include Vern Stephens, a former 
Portland retailer and graduate 
of Washington State College. 
the new Assistant Director of 
the Interior Department’s Office 
of Territories; Allyn Hanks, 
long-time National Park Service 
field official, the new Chief of 
the Branch of Visitor Protection 
for the Service; James N. Lowe 
of Sacramento, Calif.. a veteran 
employee of the Interior Depart- 
ment’s Indian Bureau, the new 
Chief of the Bureau’s Industrial 
Development branch. 
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THE ONLY RIG Show oy THE WEST 


46th CALIFORNIA GIFT SHOW 
LOS ANGELES, JANUARY 19-24 


A Giant in quantity and quality! Featuring 2300 top lines from all over the 
United States... all over the world! 





The California Gift Show is carefully organized to make your marketing 
yield top profits. Come See... Compare... and Decide at the friendly Giant 
of a Gift Show...the only Big Show that puts the entire market at your 
fingertips ... just when you need it. 


Fast shuttle bus service between four top show locations: 


THE BRACK SHOPS - THE AMBASSADOR HOTEL 
THE MERCHANDISE MART - THE BILTMORE HOTEL 


DIRECTED BY TRADE SHOWS LTD., 672 S. LAFAYETTE PARK PLACE, LOS ANGELES 57, CALIFORNIA 


For Details Circle 13 on INQUIRY CARD 
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Do You Appreciate 
The Dilemma of Depreciation? 


: The word “depreciation” seems to have differ- 
ent meanings to different people in our field. 
Would you be good enough to give us the ac- 
counting approach? 

: The accountant (and, for that matter, the in- 
come tax agent as well) understands depreci- 
ation to be a reasonable allowance for the wear 
and tear of property used in a business. In 
this way it differs from the ordinary concept 
of the term which is generally accepted to 
mean a decline in the market value. One other 
point—generally the factor of obsolescence is 
also included in any estimate for depreciation. 
This is understandable when one stops to con- 
sider that the probable useful life of a piece 
of equipment can be appreciably shortened by 
changes in economic conditions, loss of trade, 
new inventions, prohibitory laws, etc. 

: Since no cash outlay is involved in deprecia- 
tion isn’t it in effect just a bookkeeping entry? 


A: True, it is a bookkeeping entry. However, it 


is an extremely important one. Even though 
no cash outlay is involved for any given year’s 
depreciation it is vital to realize that unless 
the records of the business provide for de- 
preciation for each of the years in the esti- 
mated life of the truck, for example, the day 
will come when it will have to be replaced and 
there may not be enough cash left over from 
the profits of the business to buy a new one. 
It is therefore important to recognize that 
although this item of depreciation in a sense 
may be considered to be invisible in any one 
year it certainly isn’t invisible when the cash 
has to be laid out for the new truck after the 
old one has served its purpose. 

: Could you go into a little more detail as to 
how the entry of depreciation helps to provide 
for the purchase of a new truck? 

: Let us suppose that your business showed a 
profit of $10,000 for the year 1957, without 
considering the item of depreciation. You 
might therefore consider that you increased 
your net worth by that amount of money, 
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By IRVING ELBAUM 
CPA, Los Angeles 


whereas actually you might have increased 
your net worth by only $9,000: assuming that 
there really was $1,000 of depreciation which 
you had neglected to record on your books. In 
other words, you would really be fooling your- 
self to the extent of that $1,000 item and you 
would be rudely awakened when, after a while, 
you had to buy a new truck to replace that 
which had already depreciated. If you hadn’t 
held back enough cash from the profits of the 
years during which the original equipment was 
being depreciated you would find that you 
would be faced with a problem of obtaining 
sufficient cash when the new equipment would 
have to be bought. Naturally, this could be a 
great economic shock to your business. 


: How do I go about determining the expected 


life of a check writer? 


A: There are a few ways in which this can be 


done. The manufacturer of the equipment can 
give you his estimate of the longevity of the 
check writer. The Internal Revenue Service 
by means of its Bulletin “F’’ indicates that 
the expected longevity of a check writing ma- 
chine is approximately eight years. 


: Am I necessarily obligated to use as the esti- 


mated longevity of a scale the figure that the 
manufacturer gives me or the figure that the 
Internal Revenue suggests? 


. No. In the final analysis you are the one who 


will make the decision as to the number of 
years over which you feel it is fair and rea- 
sonable to write off the cost of the scale, less 
salvage value, of course. This is so because 
only you know the exact conditions under 
which the scale will be working. 


Q: You mention the expression “salvage value.” 


Just what does that mean? 


A: Salvage value means the amount you expect 


to recover from the sale of the machine at the 
end of its useful life. Of necessity this has to 
be a guess, but try to make it an educated 
guess rather than picking a figure out of the 
blue. 
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Q: 


A: 


What are the basic methods for computing 
depreciation? 


: In the hardware field the ways to compute 


depreciation are: the straight-line method, the 
sum-of-the-digits method, and the declining- 
balance method. Let me spend a little time on 
the general description of each of these. The 
straight-line method, which is a fairly popular 
one, is predicated on the assumption that wear 
and tear are uniform during the useful life of 
the equipment. Therefore, the cost of the item 
less its estimated salvage value is depreciated 
in equal amounts over the estimated useful 
life. Both the sum-of-the-years-digits method 
and the declining-balance method are predi- 
cated on the assumption that the depreciation 
is higher in the early years and lower in the 
later years of the life of a piece of equipment. 
The years-digits method works as follows: dif- 
ferent fractions are used each year against the 
original cost, less salvage value. The numera- 
tor of the fraction represents the remaining 
useful life of the item each year and the de- 
nominator, which always remains the same, 
represents the sum of the digits of all the 
years corresponding to the estimated longev- 
ity. For example, if the piece of equipment 
has an estimated life of four years the de- 
nominator of the fraction would always be 10, 
since 4 and 3 and 2 and 1 equal 10. For the 
first year 4/10 of the cost (less salvage value) 
would be depreciated, 3/10 in the second year, 
etc. Under the declining-balance method of 
depreciation the depreciation base is lowered 
each year by the amount of the depreciation 
deduction and a steady rate is applied to the 
balances that result. Under federal income tax 
provisions this declining-balance rate may be 
as high as 200%, provided that the item has 
a useful life of not less than three years in 
the taxpayers trade or business, and that the 
item is new and has never been used before 
by anyone else. 


: Could you perhaps show a numerical compari- 
son of these methods? 


: Surely. 


The tabulation (Fig. 1) shows for 
each of the three methods the annual depreci- 
ation charge as well as the accumulated de- 
preciation up to the end of any given year. 


table are as follows: It was assumed that a 
group of equipment cost $10,000 and had a 
negligible salvage value. It was estimated that 
the useful life of the items would be four 
years. You will note that under the straight- 
line and sum-of-the-digits methods the accu- 
mulated depreciation is $10,000 at the end of 
the fourth year, whereas under the 200% de- 
clining - balance method the accumulated 
amount is only $9,875. The balance of $625 
can be handled in one of two ways. Since the 
income tax law allows a taxpayer to switch from 
the declining-balance method to the straight- 
line method at any time without the consent 
of the Commissioner of Internal Revenue it 
would be a wise idea for the taxpayer in this 
situation to switch from this declining-balance 
method to the straight-line method after the 
end of the third year. Another alternative 
would be to depreciate the group in the amount 
of $1,250 in the fourth year of the group’s 
life if the assets were abandoned by the end 
of that year. 


: In addition to serving as documentation in the 


event of an income tax audit what other useful 
purposes are served by depreciation records? 


A: Records of depreciation are invaluable in cases 


of loss, where you are trying to prove to the 
insurance company what the values of the 
damaged items were. In addition, personal 
property tax and sales tax audits are greatly 
facilitated by bringing into play accurate and 
up-to-the-minute depreciation records. When 
either the entire business is to be sold or when 
a given piece of equipment is to be sold it 
sometimes is vital that the prospective pur- 
chaser know what the cost, the annual de- 
preciation, the accumulated depreciation, and 
the salvage value factors are. 


: Suppose I had a bad year in my business in 


1956 and did not choose to deduct depreciation. 
Would I therefore be allowed to deduct twice 
the amount I normally could in the year 1957? 


: No. The law is so worded that the deduction 


for depreciation is limited to the amount that 
was allowed or allowable. Since depreciation 
for 1956 in your case was allowable, even 
though you chose not to take that deduction, 
you would never be able to recover the depre- 
ciation for that year. 


The basic facts used in the preparation of this Q: Is there anything I can do to guarantee that 





FIG. 1 


Sum-of-digits 
Annually Accumulated 
4,000 4,000 
3,000 7,000 2,500 7,500 
2,500 7,500 2,000 9,000 1,250 8,750 
4 2,500 10,000 1,000 10,000 625 9,375 


Note: Depreciation of an item below its salvage value is not permitted by any method. 


Straight-line 
Year Annually Accumulated 
1 2,500 2,500 
2,500 5,000 


200% declining-balance 
Annually Accumulated 
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the depreciation rate I picked for my racks 
and stands will not be upset by the Internal 
Revenue Service at a later date? 

: Yes. According to the law you can make an 
agreement with the Commissioner of Internal 
Revenue establishing the depreciation rate 
which will apply to either a given piece of 
equipment or to a group of machines. This 
works very advantageously in that it helps to 
avoid future friction between the taxpayer 
and the Internal Revenue Service. 

: A competitor told me recently that he figures 
depreciation on his trucks exactly to the day. 
Must I, for managerial purposes and/or in- 
come tax purposes, do the same thing? 

: Not at all. If you’d like you can do as follows: 
any equipment bought during the first half 
of the month can be considered to have been 
bought as of the first of that month, any 
equipment bought during the last half of a 
month can be considered to have been bought 
as of the first of the next month. Some firms 
feel a simple way to handle additions and sub- 
tractions of equipment that occurred during 
the year is to assume that thgy took place as 
of the mid-point of the taxpayers year, namely 
July 1 in the case of a calendar year taxpayer. 

: Where on my profit and loss statement must I 
show the expense for depreciation? 

: There is no one place where the item of de- 
preciation must be shown on a profit and loss 
statement. For example, some firms in your 
field like to show depreciation as part of the 
regular operating expenses. Others like to 
show it as a separate item after the normal 
operating profit. The important thing to re- 
member is that depreciation must, at all costs, 
be shown somewhere in the profit and loss 
statement since it is one of the vital cost 
factors. 

: Every so often I like to figure my breakeven 
point. Naturally, in order for me to be able 
to do that I must know what my overhead is. 
Is it really important for me to include depre- 
ciation as an item of overhead? 

: Absolutely. Although depreciation is in a sense 
invisible it is also insidious. As each page on 
the calendar is destroyed the depreciation on 
a piece of equipment becomes greater. If you 
allow yourself to be deluded by the fact that 
it is not important to include depreciation as 
an item of overhead because no cash outlay is 
involved you will be fooling yourself to the 
extent that you will be understating your total 
overhead. Furthermore, although an immedi- 
ate cash outlay is not involved with deprecia- 
tion, obviously money will have to be paid out 
in the future. Depreciation merely acts as a 
convenient method for reducing the profit per 
the books to such a level that when the day 
comes (as it ultimately must) that a new piece 
of equipment has to be purchased there will 
be enough funds in the business to be able to 
do so. 
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PAINT PRICED on each picket is an eye-catcher at the 
North Seattle Lumber & Paint Center. 


PICKETS SELL PAINT 


Picket fence display, with each 
picket a different color, bearing 
price of paint, helps boost paint 


sales by estimated 20-25 per cent 


T North Seattle Lumber & Paint Center, there 
is a neatly arranged picket fence around the 
corner of the store. The pickets are painted dif- 
ferent shades and colors and a sign on each picket 
gives the price per gallon of the paint used. The 
picket fence section is spotlighted at night. 

A recent traffic check disclosed that 59 cars 
pulled onto the lot and stopped in front of the 
picket fence in one evening. In each case some- 
one got out and examined the different colors 
and checked the price tags. 

“While we don’t have any exact record,” owner 
G. O. Day says, “I believe that these picket dis- 
plays have boosted overall paint sales by 20% to 
25%. It is a dramatic way of showing the colors 
and shades and the large pickets give the pros- 
pect a very good idea of the color. The price is 
right there on every one of the thirty pickets so 
there can be no misunderstanding about cost.” 
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TURNOVER 
ADVERTISING 
SELLING 
OCCUPANCY 


Operating Expenses - Annual Sales — 


Per Cent Operating Expenses 


Rent Expenses = Annual Sales — 


Per Cent Occupancy Expenses 


Average Inventory = Annual Sales = 


Stock Turnover Rate 


HOW to Analyze YOUR 


Profit and Loss 


By J. E. BEDFORD 


ALANCING the books at the end of the year 

to determine how much income tax the gov- 
ernment is going to collect for the last year’s 
operation of your hardware store is mighty dis- 
couraging. It is a must, however, in hardware 
store management. There is a way to take some 
of these disagreeable features out of this job of 
the year-end analysis of your profit and loss. 

Balancing the books becomes more pleasant— 
if possible—when the results of the last year are 
reviewed with an eye to the ways to improve 
future profits for your hardware store. This 
year-end review of your profit and loss statement 
can be one of the most productive times you 
spend in sound management thinking about the 
future of your business. 

Here are some of the points you will want to 
consider in your review of the results of last 
year’s operation. When you have analyzed your 
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own profit and loss statement, you will discover 
management policies that should be adopted and 
operation weaknesses that should be avoided in 
your future plan for more profit. 


Operating Expenses 


To determine the operating expenses percent 
of sales in your store, all expenses should be 
added together for a total figure. This should 
include all expenses you have in operating your 
store—salaries, rent, advertising, delivery, sup- 
plies, taxes (not income taxes), interest, insur- 
ance, depreciation, utilities, and handling. 

When your total operating expense figure has 
been determined, the next step is to take this 
figure and divide it by your net sales figure for 
the year. The result will be your operating ex- 
pense percentage to use for comparison purposes. 

For instance, assume that the sales for a hard- 
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ware store were $200,000 for the year and the 
total operating expenses were $70,000. By divid- 
ing the $70,000 by the $200,000 we find that the 
operating expense is 35 percent. If your mer- 
chandise is marked up 40% on the average of 
sales, it will product a net profit of 5% of sales. 

Note: This is 40% of sales—not 40% of cost— 
for the initial markup. 

If your operating expense percent figure is be- 
low last year, you will find that your operation is 
fine and you should be realizing a good net profit. 
If, on the other hand, your operating percent 
figure is below last year, it indicates that some of 
your expense items may be out of line. 

These may or may not be expense accounts that 
can be controlled with good management control 
procedures. However, they should be examined 
item by item to see if any change would result in 
a lower operating percent figure, thus producing 
more net profit for your hardware store. 

Usually the cause of a high expense ratio is poor 
management in controlling expenses. This can be 
overcome by a careful check on the various ex- 
pense items—rent, advertising, salaries, supplies, 
delivery, handling, telephone, light and heat. 
These are some of the controllable figures and can 
be reduced through more efficient management of 
your hardware store. 


Selling Cost 

Sales are the backbone of any hardware retail- 
er’s operation. If this salary expense is reduced 
too much it may have an adverse effect on the en- 
tire operation of your business. To determine the 
percentage of employee salaries to sales, take the 
total salary expense and divide it by the total net 
sales. This will give you a figure that will indi- 
cate your percentage of selling cost. 

When administrative salaries are deducted 
from this figure, it gives a better picture of the 
exact selling cost for the people in your store. 

If your selling cost figures for this year ex- 
ceed what they have been in the past, it may be 
from these causes: 

. Inefficient use of the help in your store. 

. Poor store layout making it difficult to get 
top performance from all employees. 

. Hiring too many sales people for the 
amount of sales volume being done. 

. The result of high union wages that must be 
paid in your contract with the union. 

Your analysis of your selling cost will spot- 
light any trouble. Then, a little thought on the 
cause of this problem will point the way to a 
solution that will give you more net profit on the 
operation of your hardware store. 


Occupancy Expense 
This percentage figure is determined by divid- 
ing your total occupancy expense by your sales 
for the year. For instance, by dividing $200,000 
(annual sales) into $6,000 (rent expense), we 
find that the occupancy expense percentage 
is 3%. 
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Normally this figure should remain about the 
same each year or decline as sales advance. How- 
ever, when a new lease is negotiated you may 
find that this figure will change when the new 
lease goes into effect. 

When it is highier this year than last (and no 
lease change took place), you may find that you 
are renting more space than is necessary for the 
operation of your hardware store. Or, if lower, 
you may find that you are cramped for space and 
are having extra handling expense that could be 
avoided with larger quarters. 


Advertising Expense 

Dividing the total advertising expense by the 
net sales figure will give you the percentage of 
advertising expense to net sales. For instance, 
in the example cited of $200,000 annual sales, 
you would divide this into your advertising ex- 
pense of $10,000 for a figure of 5%. 

Your advertising expense figure will depend on 
many factors—size and location of your hard- 
ware store, nature of your local competition, 
policy of your store, and the effectiveness of your 
advertising. However, this figure for your adver- 
tising should be carefully reviewed because it 
may be the spot where total net profit is suf- 
fering. 

Low advertising expense percentage figures 
which do not increase sales or help build good 
will for your hardware store may mean that 
more and better advertising would bring all other 
operating fiures into line with profitable opera- 
tion. Advertising may seem to cost money on 
first examination, but most consistent advertisers 
will agree that advertising doesn’t cost ... it 
pays! 

Stock Turnover Rate 

Stock investments can be reduced in hardware 
stores by increasing the rate of stock turnover. 
This rate of stock turnover figure is determined 
by taking the inventory figure for the beginning 
of each month plus the end of the year inventory 
figure. All of these figures should be at retail 
valuation. This total is then divided by 13 to 
arrive at the average monthly inventory. 

For instance, if the total of your inventories 
was $520,000 this would be divided by 13 for an 
average inventory of $40,000. Next, this figure 
would be divided into your annual sales of $200,- 
000 for a stock turnover rate of five. 

When your stock turnover rate is higher than 
last year, it indicates that sales may be being lost 
by an inadequate assortment of stock to satisfy 
all of your customer’s needs. On the other hand, 
when your stock turnover rate is lower, it indi- 
cates that too much stock is being carried for the 
total sales volume of your hardware store. 

By analyzing your profit and loss statement at 
the end of the year, you can quickly tell where 
your own trouble (if any) lies. Then, you can 
take the necessary corrective action to avoid this 
loss in the future. 
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Fuel Injection for the Hardware Business 


BY M. GLOYD KIMBALL 


Sales Manager, Rose, Kimball & Baxter, Inc., Elmira, New York 


(Abstract of speech given at the October 21 session of the convention of the National 
Wholesale Hardware Association at Atlantic City.) 


E have been working with a dealer program at 

Rose, Kimball & Baxter for a couple of years. 
We are a medium sized distributor in Elmira, 
New York, covering most of New York State and 
the northern half of Pennsylvania. 

The gradual decline in profits the last few 
years made us take a close look at ourselves and 
here’s what we found out: 

Barely more than half our sales were to hard- 
ware stores. Yes, our hardware dealers did treat 
us better than other customers. Where we got 
about $2,000 a year from other accounts, our 
hardware dealers gave us about $4,400 a year 
on the average. 

Both sets of figures worried us. At $4,400 a 
year, we couldn’t afford to concentrate on a few 
hundred hardware dealers. The only way out was 
to push for big volume with a selected number 
of hardware dealers. 

That, gentlemen, is what you call a dilemma. 
We had to find larger-volume dealers for our cus- 
tomers, and the facts were that some of our better 
dealers were suffering too. 

During the past many years we have tried 
many “plans’”—group purchasing, rebates, group 
advertising. None of these seemed to be the an- 
swer. 

If you bought goods cheap—maybe they didn’t 
sell—and you were left with a carload. If you 
gave a rebate—the dealer went to Florida with 
the money instead of improving his store. Group 
advertising was the cart before the horse. It 
produced traffic, but the dealer couldn’t handle it 
because he didn’t have basic merchandise and 
hadn’t made his store an attractive place to shop. 

Two and a half years ago we were fortunate 
to be approached by Paul Cosgrave and Associ- 
ates. We found out we weren’t alone in our prob- 
lem. The whole hardware industry faces it. In 
some spots, forward looking distributors have met 
the issue successfully. Cosgrave told us that we 
could do the same, and offered their counsel and 
guidance to do just that. 
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“Chain Store Brains" Devised Plan 


They replaced the high-priced experts the big 
chains can afford to have in their main offices 
on store engineering, store merchandising, proved 
sales promotion and advertising and most im- 
portant of all a basic stock control system. We 
were taught that you make more money selling, 
than you do buying. No matter what price a 
dealer pays for goods, if he doesn’t sell ’em and 
get turnover, he can’t make a profit. 

Your dealers need the same kinds of work tools 
and services that have made the chains success- 
ful. The work tools and services you offer your 
dealers must be right! We at Rose, Kimball & 
Baxter are now in a position to offer these—a 
proven chain store system for the independent 
hardware dealer. 


Offers Dealers a Complete Program 


We have a dealer service manager and assis- 
tant, and two set-up crews of two men each, for 
a total of six men on this store programming. 
We are capable of merchandising two stores a 
month. 

In Store Engineering we arrange the store with 
one side for the men and one for the women, 
getting departments together. We allow wide 
aisles so two people with bundles can pass. We 
see that the painting and lighting are correct. 
We supply fixtures at low cost that show more 
merchandise on open display. We believe a dealer 
should invest as little as possible in fixtures, be- 
cause they don’t make profit on fixtures. We, 
therefore, mass-produced pre-fabricated fixtures 
at very low cost. They are first class in every 
respect. 

In Merchandising we get like items together 
for self-service and impulse sales. We merchan- 
dise vertically rather than horizontally. The mer- 
chandise is displayed following our basic list for 
easy monthly stock checking. Every item has a 
“home and address.” All items in the bins are 
priced. A store may be beautifully merchandised, 
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but without “home and address” it will “creep” 
and change in six months. 

We offer “Sales Promotion and Advertising” 
that really works. Some of the increases in sales 
and number of customers put through a store are 
fantastic. Neither we nor our dealers knew what 
we'd been missing. We now know why and how 
the chains are getting the majority of the busi- 
ness and cash out of a community. The chains 
are selling basics and sending the people to our 
dealers to get the oil lamps, wicks and cleaners 
and horse collars. By the time the customer gets 
to our stores, he’s out of cash too, so he “charges 
: 

I quote from an unsolicited letter from one of 
our: Program Dealers: “We are glad to report 
that the Grand Opening was a real success. 
During the two days, 715 people registered. At 
least 90 per cent of the people who registered, 
made purchases. They didn’t buy just the sale 
items either, but picked up many other things. 
In addition, we sold several major appliances and 
plumbing fixtures.” 

Another unsolicited quote from a Program 
Dealer’s letter: “We have just completed our 
‘Grand Opening Sale’ after our remodeling. Dur- 
ing these three days there were more people in 
this store than any other three days in the 30 
years of our history. On Friday we had more 
store traffic than any other day since we have 
been in business.” 

Again unsolicited, I quote from another: “For 
the six months’ period ended March 31 as com- 
pared against a like period a year ago, our total 
sales were up by 31.3 per cent. In view of in- 
fiationary pressures and previously indicated 
trends, it would be fallacious to attribute all of 
this increase to our modernization program. It 
is certain, however, that modernization is the 
primary reason.” 


Basic Stock is Important Key 


The final and most important thing we offer 
our “Program Dealers” is a “Basic Stock Selec- 
tion List.” This is the key to the plan and the 
other steps only lead to this or are a result of it. 

Most dealers do not have the time or facilities 
to collect the figures needed to know what con- 
stitutes their best selling merchandise in all de- 
partments. For example, it is not generally under- 
stood that 80 per cent of any average hardware 
store’s sales are accounted for by only 25 per 
cent of the store’s inventory. 

Our list consists of about 6,500 items, of which 
5,020 are basic-basic, or items which should be 
in stock in every hardware store, if it is to be 
operated at a profit. Let’s call them the fast turn- 
over items, the smaller part of your inventory 
that produces the greater part of your sales. 

Please don’t ask me for this list, because it 
would do you no good without expert guidance on 
the other phases of the program. In our opinion, 
it is not impossible to make your own list, but 
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you’ll make serious mistakes and maybe the war 
with the chains will be over, for you, by the time 
you get it done. Our Basic List has been re- 
searched and recommended by our outside spe- 
cialists and then converted to our brands. So 
far we have not had a dealer complain that we 
have either oversold him or not given him items 
he needed. 

The big reason the independent is having a 
tough time holding his volume is apparent right 
here. In checking his stocks against our lists, 
we find most dealers to be out of basic-basic hard- 
ware items from 25 per cent up as high as 60 
per cent. Yet they carry thousands of items 
which tie up capital, but do not produce sales. 
What’s the question you hear most often in a 
hardware store? “I don’t suppose you have it— 
but?” Why shouldn’t the public go to the chain 
store who always works on a check list and is 
rarely out of stock? Our Program Stores are 
averaging a 30 per cent sales increase and this is 
one reason. 

Our Program Stores are concentrating their 
buying on the basic items that we suggest they 
sell. This has boosted our turnover, makes it 
easier for us to buy and is helping our net profit 
picture. 

Our own salesmen who have Program Accounts 
are earning more money, but at the same time 
they are costing us less in percentage of sales. 
The results we have seen so far make us expect 
to add 25 new Program Stores in the next year. 
The best sign of all is that hardware dealers are 
coming to us now and asking for the program. 


Manufacturers Like to Cooperate 


Another facet of this set-up is the good will 
and help offered by our sources of supply. The 
manufacturers evidently feel this need in the 
chain of distribution. 

I quote excerpts from letters received from 
some of our sources of supply after reading of 
our efforts— 

One says: “There is no question that unless the 
dealers accept and apply such a program—and 
more distributors adopt your aggressive think- 
ing—the distribution scheme throughout the 
country will be in jeopardy.” 

Another manufacturer writes: “Too many 
dealers who ‘die on the vine’ because of so-called 
chain store competition could stay alive and 
flourish if they accept and work with the mer- 
chandising tools you offer.” 

Another manufacturer writes: “There is no 
question about it, the independent hardware 
dealer sorely needed assistance of this sort. It 
should point out their weaknesses, let them know 
where their strength lies, and enable them to do 
a much more intelligent merchandising job.” 

We appreciate these kind words and feel it 
helps to get most any desirable line. 

Unless you are one of the giants of this indus- 
try, you would probably have to go outside your 
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own organization for the development of these 
work tools for Program Stores. It seems to us, 
now that we’ve been through it, that trying to 
put them together yourself is just too expensive 
in time, money and executive effort to be sound. 
We found in Cosgrave the kind of know-how that 
puts us hip-deep in the business of giving our 
dealers competitive work tools in just a few 
months time. 

The health and vigor of our industry depends 
on the success, in the market, of its retail outlets, 
our independent hardware dealers. To succeed, 
our dealers need the work tools or services I have 
been talking about. Those of us who have estab- 
lished a firm working arrangement together know 
that a retail program for the hardware dealer 
is the way to get those tools and services into 
being and into use. Goods and services that 
come from the same place make a dealer program 


possible and economical. This we feel we have 
done. 

Unless you are prepared to make a pretty 
healthy investment in money and in time of all 
your executives and realize this is a long-term, 
never-ending program to help the independent 
hardware dealer—you’d better not start. Maybe 
your sales manager is strong and can sell it, but 
unless the V. P. in charge of purchasing fully 
understands the program and backs you up with 
no shortages on basic-basics, you are lost. If the 
president, office and warehouse people aren’t in- 
formed and sold on the plan—don’t start it. This 
thing takes teamwork! 

Did I call this “Fuel Injection for the Hard- 
ware Dealer”? I should have called it “Fuel In- 
jection for the Hardware Wholesaler.” We are, 
and should be a team working together, so if we 
are to succeed, we must follow the formulas we 
have set up for the success of the dealer. 





Pre-Christmas Sale 


COMPLETE departure from more stereotyped 

Christmas merchandising methods during the 
holidays paid handsome dividends in extra sales 
for Hamm-Weller Hardware Company, of Long- 
mont, Colorado. 

Dick Hamm, head of this long-established 
northern Colorado store, made a careful survey 
of the Christmas potential in Longmont prior to 
the season, and decided that it would take “some- 
thing out of the ordinary” to achieve desired re- 
sults. Looking over records of past years, he 
found that invariably the number one “hardware 
store gift” which had been sold by him in recent 
years was electrical housewares, including toast- 
ers, waffle bakers, sandwich grills, coffee makers, 
deep fat fryers and similar table top appliances. 

Consequently, both to build traffic and to hit 
a new record in small appliance turnover, Mr. 
Hamm scoured the market for special purchases 
of small appliances, and then on December 1 an- 
nounced a “Small Appliance Sale,” in their news- 
paper advertising. Every item offered was at a 
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. Moves Electrical Housewares for Gifts 


saving which was instantly recognizable as valid, 
such as a $29.95 toaster for $19.95, $39.00 at 
$25.00, etc. Eight varieties of appliances were of- 
fered, all top nationally advertised brands, and 
incorporating impressive savings all the way. 

The results were well above expectations, ac- 
cording to the Colorado dealer. “First, our local 
market was thoroughly surprised to find the sale 
offered at Christmas time—a period when most 
prices are at list if not marked up,” Mr. Hamm 
indicated, “From the first appearance of the ad 
we had calls from prospective customers asking 
if the prices quoted were genuine. The result was 
some of the heaviest traffic we have ever expe- 
rienced, the necessity of re-ordering several times 
on our appliance lines, and a much increased 
overall Christmas volume which affected every 
department in the store.” 

Definitely a “prestige store,’ Hamm-Weller 
had never before staged a sale during the Christ- 
mas holidays, and were enthused over the results. 
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. . . National Hardware Show in New York . . . the Conven- 
tions of the American Hardware Manufacturers Association 
and the National Wholesale Hardware Association in Atlantic 
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National Hardware Show Active 


ARDWARE people seem to be 
reticent about expressing 
optimism any time, however the 
buying activity at the recent 
National Hardware Show in New 
York City would indicate that 
hardware people expect a good 
normal year ahead. 

All four floors were filled with 
exhibits, the first show in the 
new Coliseum to utilize all avail- 
able space. Attendance was 
claimed ahead of last year. 

Displays were more lavish 
than ever and many firms with 
not too much in the way of new 
merchandise used clever dis- 
plays to emphasize their stand- 
ing in the industry. 


Many booths had continual 
demonstrations that attracted 
even the old-time hardware men. 
Theré was the usual amount of 
attractive girls handing out lit- 
erature or showing a new item. 

More Westerners attended 


DOUBLE-ACTION sander goes 
through its paces in Cummings 





this year than any time since 
the show was started. Although 
new products were their first 
thought they were also very 
much interested in the new mer- 
chandising aids and special dis- 


OUT IN CENTRAL PARK goes 
Lawn Boy for a real demonstration. 
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MISS AMERICA 1958 pins 
boutonniere on Hardware 
Show Manager, Frank M. 
Yeager, at start of show in 
Coliseum. 
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THE MILLIONTH Melnor 
Sprinkler which is 18k gold 
is viewed at show by Frank 
Fernandez, Wesco Mer- 
chandising Co., Los An- 
geles. 


ENGINEERS ALL were Yale 
& Towne men at their rail- 
road booth. After show train 
set was given to hospital in 
New York. 


THIS RIN TIN TIN puppy 
and year’s supply of dog 
food made by Warren Prod- 
ucts were first prize in a 
giant promotion held at 
show. 
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ON THE SPOT REPORTS 





NATIONAL HARDWARE SHOW DRAWS BUYERS TO MARKET 


BRIGHT COLORS and model on WESTERNER and East- COOLER sales were WESTERN WHOLESALERS 


mowers makes a good attraction. erner talk over sales “hot” with this team in (El Paso to Hawaii) listen to 
strategy. command. sales pitch. 


NOT “SPUTNIK” but a de luxe WESTERN REP Wilcox LARGE BOOTH shows ANOTHER TRAIN display used 


power mower “with everything.” gets briefing on sander. Supplex products and to carry over some sales points. 
merchandising aids. 


| BORDEN CUMrar 


oo Your Custor 


Mod | 4 


FANCY CUTS are made at SIMON BUYERS (from THREE WESTERNERS PHOENIX air condition- 
Stanley booth with new tool. Oakland) gaze at brazier stick together at Bor- ing firm stopped ’em at 
with Rep Chemnitz. den’s glue display. cool corner. 





COMING IN JANUARY 


. . . The Big Western Convention and Show Issue . . . Complete 
information about the many shows, conventions and markets 
being held during the winter . . . Also forecasts from men in the 
trade regarding the future 1958 hardware business... Plus 
many merchandising features. } 
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. until you see 
what’s cooking at the 


WESTERN 
WINTER 


MARKET 
February 3-7,1958 


If you want acomplete menu of home goods, come to the 


er regional market with a national flavor! 
Over 3,000 lines of furniture, floor coverings, radio-television, appliances, 
housewares, giftwares, lamps, linens, domestics, bedding, toys and juvenile goods . . . 
conveniently displayed under one roof. 


from the East, South, North and West... 
And topping off your pleasant visit to Market are the sweet delights of 


San Francisco itself. World-famous restaurants, hotels, shops and theatres welcome 
you with all the friendliness of this fun-loving, cosmopolitan city. 


WESTERN MERCHANDISE MART San Francisco 


For Details Circle 14 on INQUIRY CARD 
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ON THE SPOT REPORTS... 





. . - About the Joint Convention at Atlantic City 


BEST WISHES are expressed by retiring 
president, B. B. Wood (The Wood Shovel 
& Tool Co.) to John C. Cairns (The Stanley 
Works) who will head the American Hard- 
ware Manufacturers Association for the 
new term. 


wd bd 
READY FOR ACCEPTANCE SPEECH 
is John S. Stiles (left), newly-elected 
president of the National Wholesale 
Hardware Association, who is being in- 
troduced by retiring president, W. W. 
French, Jr. 


WESTERNER, Howard W. 
Price, executive V.P. of Salt 
Lake Hardware Co., talks on 
“The Co-op Situation Today” 
just before being elected V.P. 
of wholesalers group. 


SAN DIEGO WHOLESALERS, A. DISCUSSION on operat- WESTERNER GOES'-- SAN FRANSICANS E. 
expenses is being EAST — Alex Wallace B. MecVicar (left) and 


Murray Smith (left) and Bert Sutton ing 


(right) flank manufacturers in con- given by U. J. Kuhre of 


ference booth. Salt Lake. Nicholson File. 


(standing) has joined Joe Sloss (right) flank 


manufacturers. 


UNDER 40 CLUB holds its 2nd meet- “WHAT THE PUBLIC ex- WESTERN FIRM (P & C THE PRESIDENT 


ing at breakfast with about 40 mem- pects of You” was explained 
bers present. by speaker Dillman Smith. 


other westerners. 


Tool) gives breakfast. A. L. of P & C, B. H. Me- 
Platky (in chefs hat) greets Clain, gives wel- 


come speech. 





Pot & Kettle Club to Meet in Chicago During Housewares Show 


The Associated Pot & Kettle Clubs of America will 


hold their annual luncheon in Chicago at the 


Club. It is being held at 12:30 p.m. on Saturday, January 


18, during the National Housewares show. 


Lake Shore will be announced soon. 


Company, Los Angeles will preside. The featured speaker 


About 150 members and guests are expected to attend. 


Members will come from all nine Pot & Kettle Clubs. 


The club’s president Carl Hobson, Harper, Reynolds 
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JANUARY MERCHANDISING 





WINDOW A 


WINDOW B 


IN-STORE 


ADVERTIS- 
ING 


FIRST WEEK 


Jan. 4-10 


SECOND WEEK 


Jan. 11-17 


THIRD WEEK 


Jan. 18-24 





KITCHEN . . . ROOM 
OF COLOR AND 
CONVENIENCE 
C 


Cont 


TIME TO RE-TOOL 





IN-AND-OUT WIN. 
TER RECREATION 


IN-AND-OUT WIN- 
TER RECREATION 





IN-AND-OUT WIN- 
TER RECREATION 
Feature skis, equip 
ment, sleds, skates, 
ping - pong tables, in- 
door games, 
etc ) 


gyms, 


KITCHEN . . . ROOM 
OF COLOR AND 
CONVENIENCE 
(Cont.) 


OUTDOORSMEN’S 
TOOLS (Feature 
woodsmen’s items— 


axes, block and tackle, 
chain, rope, saws, etc.) 


TIME TO RE- TOOL 
Feature basic tool set 


and specialty tools) 


IN-AND-OUT WIN- 
TER RECREATION 


WINTERTIME NEEDS 
(Feature heaters, flash- 
lights, lanterns, 
ble lamps, lamps, shoe 

aners, porch mats 


weather stripping, etc 


porta- 


KITCHEN . . . ROOM 
OF COLOR AND 
CONVENIENCE 


“& nt) 


OUTDOORSMEN’S 
TOOLS (Cont 


——— | — 


| TIME TO RE-TOOL 


FOURTH WEEK 


eat 


Jan. 25-31 


| INDOOR PROJECT | 
| TIME — HARDWARE 
REPLACEMENT 





INDOOR PROJECT 
TIME—PAINTING 





INDOOR PROJECT 
TIME—PAINTING 
Feature inside paint 


varnish and 


TIME TO RE-TOOL 


IN-AND-OUT WIN- 
TER RECREATION 


Cont.) 


WINTERTIME NEEDS 
Cont.) 


WINTERTIME KILL- 
ERS a 
and accessories 


bies 


Feature gar 
sa 


ent and hob- 


OUTDOORSMEN’S 
TOOLS (Cont.) 





FOR AD- 
DITIONAL 
PROMOTIONS 


DECEMBER 


INDOOR PROJECT 
TIME—PAINTING 


INDOOR PROJECT 
TIME — HARDWARE 
REPLACEMENT (Fea 
ture Builders’ Hard- 
ware bathroom _fix- 


raware, et 


INDOOR PROJECT 
TIME—PAINTING 


IN-AND-OUT WIN- 
TER RECREATION 


WINTERTIME NEEDS 


WINTERTIME KILL- 
ERS (Cont.) 


| OUTDOORSMEN’S 
TOOLS (Cont.) 


THE LAUNDRY O 
EASE 


¢ washers, 


(Feature auto- 


4p re 





JANUARY PROMOTIONS 





Time to 
Re-Tool 


Schedule: Jan. 11-24 


OBJECTIVE—Many households are not prop- 
erly equipped with hand tools. The promotion 
which is based upon informing householders of 
the basic tool needs for a home should prove 
fruitful. 


WINDOWS—Hang a large framed board or 
perforated board at back of window. Place what 
you consider to be the basic tools for the average 
household. In the center attach a large question 
mark cut out of red cardboard and place on the 
board. The sign should also be made of red card- 
board with white lettering. On the floor of win- 
dow place additional tools for special jobs includ- 
ing power tools, miter boxes and several kits. 


PRE-CAMPAIGN IDEA—A sign with a great 
big question mark on it followed by the words, 
“Is There Something Missing,” could be placed all 
around the store the week before you break with 
this promotion. All the salespeople could wear 
question marks on their coat lapel or dresses. 
When asked what this teaser campaign is all 
about, tell them all to be at the store on opening 
day. 


DIRECT-MAIL AD—Have a card printed with 
the following copy on the left-hand side of the 
address side of card: “Is There Something Miss- 
ing...’ On the other side of the card print “Is 
There Something Missing . . . From Your Basic 
Tool Needs?” Then follow this copy with a list 
of what you consider to be basic tools for the 
homeowner in your area. Put a box or line in 
front of each listed tool for the homeowner to 
check. Also suggest that each person bring the 
card into the store and you'll be glad to quote 
prices on the tools that they have checked which 
are needed in their home. Then sign the card and 
drop it in a box. This is to be done on the opening 
day. Before the store is closed that night draw 
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one of the cards and the person whose name is 
on the card will receive a tool that he has circled 
in crayon 


RADIO AD—Start the commercial with: “Is 
There Something Missing (Pause) from your 
basic tool needs in your home workshop?” Men- 
tion that it is important to have basic tools in 
your home workshop. “As one can never tell when 
a certain job has to be done and sometimes in a 
hurry.” Mention that you have a printed list of 
the basic tools at your store, and that the lis- 
tener might have a chance of winning a valuable 
tool if he will merely check this card with the 
missing tools, sign it and drop it in the box on 
opening day. 


NEWSPAPER AD—Run a row of question 
marks along the top of your ad. Underneath put 
“Is There Something Missing From Your Basic 
Tool Needs? From the basic tool list below check 
those tools that are missing from your workshop. 
Why not come to our store today and see for 
yourself what these tools look like and how much 
it would cost to have a fully equipped home work- 
shop. If your needs are greater than average, 
don’t worry about the cost, the tools can be 
bought on our easy payment plan.” 
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No other jig saw has all = or 


these features ... and is ; rs You are invited: 
so low priced for volume sales 


.* to attend... 
% tO Se, 


..- 57th Annual 
Convention and 


All New Hardware Show 


California Retail Hardware Association 


FEB. 9-10-11 
SAN FRANCISCO 


mm CIVIC AUDITORIUM 
Outsell others 2 to 1 rage 


with the sensational Opening Sunday (Feb. 9) 12 Noon 
: . . . Oustanding Entertainment 
all-new Shopmate Jig Saw and Nationally Known Speakers . . . 


Early sales tests show you can expect two to three Ladies Welcome At All Events 
times the volume with this new Shopmate quarter-horse ... Employees Night, Feb. 11 
husky. It cuts 2 x 4’s, makes 45° bevels on either side, cuts sonemenninmieniataisg 

perfect circles and even makes its own starting hole. FOR THE TRADE ONLY 
Auxiliary handle attaches to either side for added control. ——————_— 

The new Shopmate cuts everything from metals to See new merchandise displayed and demon- 
leathers. Comes with three special blades that give it the strated in more than 30,000 sq. ft. of floor space. 
combined versatility of seven other saws: rip, band, re 
coping, crosscut, scroll, keyhole and hacksaw. 








Fill out and return the registration coupon 
today. Your admission badge, which will admit 
New—See-As-You-Saw &} New—Eight Inch Rip and you without further registration, will be 


Jig-Lite Circle Guide f 
cE mailed to you. 
New—Left or Right New— Auxiliary Guide 


Angle Adjustment te 45° Caakie Please Fill Out Coupon and Mail 


© New—Fast Cutting— 


2650 Strokes per Minute 


EVEN THE RECOMMENDED PRICE LOOKS LIKE A SPECIAL? CALIFORNIA HARDWARE SHOW 
122 Ninth Street, San Francisco 3, Calif. 


Because we build the entire 

saw, from die castings to 5 
motor, we can provide this $ (Please Print) 
fine power tool at the excit- 

ing, and profitable, low go 


NAME 
qeten of HW 12/57 


HERE’S PRE-SELLING SUPPORT! FIRM 
Big space ads in potent consumer STREET 
publications like the POST and POPULAR 


MECHANICS introduce this dynamic new jig CITY STATE 


saw for you. To help you more, you receive FREE 04 aduertined ix 
ad mats, streamers and display material. POPULAR : 
: : , MECHANICS Please check below the classification of your business. 
L..__—. Write for complete information ——_————_ 


] Retailer C] Buyer [] Mfgrs. Agent 


POWER PORTABLE ELECTRIC TOOLS, INC. LJ Wholesaler -] Manufacturer Other 
Ao Tarte : 320 West 83rd Street ¢ Chicago 20, Illinois [] Please send us hotel reservation blank 


For Details Circle 15 on INQUIRY CARD For Details Circle 16 on INQUIRY CARD 
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JANUARY PROMOTIONS 





Indoor 


Project Time 


... Painting 


Schedule: Jan. 18-31 


OBJECTIVE—This promotion is designed to 
stimulate the sale of all kinds of paints and sup- 
plies during an otherwise dull season. With the 
modern type of quick drying paints, it makes it 
quite easy for the man of the house to paint dur- 
ing the winter time when he has plenty of time 
on his hands. Promote the idea of painting furni- 
ture, picture frames, and other summer furniture, 
and other pieces that might be needing a new 
appearance. 


WINDOW—Build shelves for the back part of 
window to display paint cleaners, solvents, oil, 
and other paint accessories and sundries. On top 
of the shelves display all types of old and some 
new unpainted furniture. In the foreground on 
the floor window display wooden garden fur- 
niture that needs painting. 


DIRECT MAIL AD—Send out a letter with a 
brief message something like this: “When the 
weather keeps you and the rest of the family in- 
doors and there is time lying heavily on their 
hands, why not put a brush in these restless 





SHELVES OV WHICH 1] 
to PUT PAINT CLEAVERS | || 
SOLVENTS 


















































hands and start your indoor project—refinish- 
ing furniture, cabinets, picture frames, summer 
furniture, etc.? With the new quick drying paints 
painting indoors in the winter time is no longer 
a problem. In fact, this is probably the best time 
of the year when you aren’t occupied with so 
many other things. We are all prepared to serve 
you with your painting needs . . . and also some 
ideas and suggestions on how to go about refinish- 
ing these pieces that are eyesores.” 


RADIO AD—The copy used in the Direct Mail 
letter could be adapted to a radio commercial. 


NEWSPAPER AD—As a head for your ad you 
could use: “When the weather keeps you in, that’s 
the time to start painting the unsightly things 
like chairs, stools, chest of drawers, old beds, gar- 
den furniture, ete. The new quick drying paints 
make this all very easy. Come see our many 
colors and different kinds of finishes.” Under this 
copy list many of the special finishes that you 
have for furniture and also some of the paint 
sundries that will be needed to help do the job. 





COMING IN JANUARY... 


Our Annual Convention & Show issue. Advance information about all 
Western special shows, markets and hardware conventions, plus a pre- 
view of 1958 business conditions and many other features. 
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REG. U, 6. PAT. OFF. | J - y 2 | 
THE NEWEST WORDS IN GLASS CUTTING | What's Perkin’? 
"LUBRICONE IMPINGEMENT” | 


SMOOTHER CUTTING 





This is an exclusive FLETCHER process for penetrating 
a lubricous material right into the steel of the glass cutter | SAN FRANCISCO 
wheel. It materially increases its efficiency and lengthens its | GIFT SHOW 
cutting life. Feb 2-5 
FLETCHER glass cutter costs remain the same, so be Caray <" 


sure to include these improved cutters when ordering other Civic Auditorium, Sherato 
FLETCHER products. St. Francis & Sir 


FLETCHER putty knives, wood scrapers, point drivers, Hotels; Western Mdse. Ma 


vacuum cup lifters and other miscellaneous tools easily build “ 
up a substantial order from a single source. 


- PORTLAND GIFT SHOW 
See our consumer ads in Popular Mechanics February 9-12 
Public Auditorium 
Plaza & Benson Hotels 


THE FLETCHER-TERRY COMPANY | oan ag pane 


936 SOUTH STREET *° FORESTVILLE, CONN. February 16-19 
ie For Details Circle 17 on INQUIRY CARD m 





There's still time to cash in! 


WILSHIRE brings you the 


BONUS BUYS Hot Jtems at these 
of the YEAR, Gift Shows! 
5-PC. BRASS 


ENSEMBLE ) china, glass, gifts, jewelry, 





























stationery, 

Look at the price! 4 

We're practically 

giving this ensemble 
away! 


only ge } a z a Western llerchandise 


White for colorful 12-page & xbibitors 
BONUS BUY CATALOG crammed 


full with red-hot values! 


toys a nd housewa res 














1355 Market St., Space 223-A, 


San Francisco 3, Calif. 
MFG. CO Kay Leber, Show Manager 
4865 SAN FERNANDO ROAD WEST + LOS ANGELES 39, CALIFORNIA 


For Details Circle 18 on INQUIRY CARD 
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JANUARY PROMOTIONS 





Indoor 
Project 
Time... 
Hardware 
Replacement 


Schedule: Jan. 25-Feb. 7 


OBJECTIVE—This promotion can be started 
shortly after the painting promotion (see page 
36). Hardware fits in with inside painting of the 
home. Many homes have older type locksets, cab- 
inet hardware and bathroom hardware. When a 
home is completely repainted on the inside much 
of this hardware looks anything but attractive. 
Even though they still work, the housewife would 
feel better if she had more modern-looking hard- 
ware. Sell the customers on the idea of buying 
this hardware with their FHA Home Improvement 
loan which they may take out to cover the paint- 
ing. 

WINDOW—Use the same kind of stand and 
cardboard for theme sign as suggested in the 
painting window. Many hardware items are dis- 
played on special panels. These can be placed in 
the window. The feature attraction of the win- 
dow could be a panel door with hinges, door pulls, 
knobs, etc., attached to cardboard or thin plywood 
to fit into the panels. 






























































DIRECT MAIL AD—Mention in your direct 
mail ad for the painting promotion how hardware 
replacement can be done at the same time. Re- 
member to mention the FHA Home Improvement 
loan. 

RADIO AD-—Use something like this for your 
commercial: “Home Improvement Time is right 
now if your home has not had any major improve- 
ments in the last few years. On painting the in- 
terior, why not consider completely changing your 
doorknobs, cabinet hardware, bathroom hardware 
with new and better quality merchandise?” 

NEWSPAPER AD—Use as a lead: “For that 
finishing touch to a newly painted interior try 
replacing your hardware.” Follow with copy ex- 
plaining how easy it is to put in new quality hard- 
ware and how impressive it will be to have this 
show up with your beautiful new paint job. Show 
many of the types of hardware and stress the 
point that it can be thrown in with your paint 
loan on FHA. 





COMING IN JANUARY... 


Our Annual Convention & Show issue. 


Advance information about all 


Western special shows, markets and hardware conventions, plus a preview 
of 1958 business conditions and many other features. 
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BOTH OF YOU WILL LIKE : 
y BOLTS oly 
a ‘NuTs HOUSEWONES, 
BUSINESS: 


ais Ware 





Both you and your customers will be pleased with the 
exceptional package and the quality product. 

First because Lewis bolts and nuts are precision built, 
threaded to spinning fit, work better—look better— 
are better. 

Second because the tough colorful carton quickly 
identifies the size and type and "comes up clean and 
bright" even under rough treatment. 


Handling and selling the Lewis line is a pleasure. Ask 
us for details. 


ig BOLT & NUT CO. 
504 Malcolm Ave. S.E. 
MINNEAPOLIS, MINNESOTA 


a ce? i 
For Details Circle 22 on INQUIRY CARD qj | B- e 3. | a 5 8 





‘Navy PIER lus DRILL HALL 
on tHIEABD j paints 


DRILL HALL 


; Cuts 6 Ways 





— the only knife with easy-to-adjust | 
V six position blade. Even cuts linoleum! 
to cut —_ 
Ss wall board, » .@ to carve wood 
linoleum pe Industry Sponsored ty the NHMA 


to score, = : fer the Nation's Housewares 
with metal \% 8 to clip coupons 


straight edge 





e Manufactu 2e26 and Buyers 


to slit — to scrape windows 
Z i, con corrugated boxes e 
National Housewares 


Aluminum handle contains five spare blades. Individually 
boxed, complete with five blades, six to a display. Retail 


e e 
$1.00 each. Refill package of 5 quality blades, 55¢. Ten | Manufacturers Association 


packages to a two color display. (Incorporated not-for-profit) 








And—Red Devil's pricing policy of 


40% “full discount” applies. 1140 MERCHANDISE MART, 


Red Devil Tooks. CHICAGO 54, ILL. 


Union, N. J., U.S.A. GD 3622 
For Details Circle 23 on INQUIRY CARD 
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MERCHANDISING 





WHOLESALERS! DEALERS! 
Free Mat Service 


. A dealer mat service has been pre- 
a e 0 nl Cy WI pared by 120 national advertisers and 
distributed free to every daily news- 


paper in the United States, Alaska, 


Ps and Hawaii. The mat kit, called 
niversa y| C HRS er amps “Famous Brand Mat Service,” in- 
cludes complete ad mats on dozens of 

hardware and housewares brands. 
The mats, which are keyed to the 
Christmas selling season are avail- 
able for use by authorized dealers at 
any time during the next 12 months. 
Many newspapers will use the mats 
in a picture-type gift page showing 
all types of merchandise, each one 
with a different store name. 
Descriptive copy, accompanying the 
pictured item, is approximately the 
same length for each item and is writ- 
ten entirely from the retailer’s point- 
of-view. 
Famous Brand Mat Service is co- 
ordinated and produced by Volk Cor- 
poration, Pleasantville, New Jersey. 
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REPAIR PIPE LEAKS YOURSELF 


ee It’s a Display 
eee It’s a Package 


ee It’s in the “Best Seller” Class 
IT RETAILS 98° 
FOR ONLY 

It's easy to stock and sell pipe 
leak repair clamps for domestic 
and commercial use. High strength, 
corrosion resistant Universal 
Patchmaster* Clamps stop leaks 
in pipes and tubing from %4” to 
5%” in diameter. They install 
quickly, can be used for either 
permanent or temporary repair. 


Individually packaged with pro- 
tective ‘“‘skin-pack” covering on 














Promote Ladders for Gifts 


You might find it a little difficult 
to gift-wrcp a ladder. Nevertheless, 
the American Ladder Institute feels 
that a ladder makes an excellent gift 
for Dad. They are offering a streamer 
12 x 18 inches, done in Holly Green 
and Holiday Red for dealers to pro- 
: mote the idea. It reads: “Give a Lad- 
e 6"x7"tell-all display card that der for Christmas” and can be effec- 
acts as a silent salesman when tively displayed wherever ladders are 
displayed on your counter or wall. sold. Wholesalers’ salesmen will be 
able to help dealers obtain the 
streamers. 








UNIVERSAL BAND CLAMP 


Stainless steel Marman Universal Band Clamps strop hanger, mounting bracket or irregulor 
fit tight—stay tight. Universal adjustment shaped application. Only four clamp sizes are 
within each size range used allows outstand- necessary for a diameter range from V4" to 
ing adaptability for any hose, duct, pipe 16e'’. NO tools are needed to install. 












*Patchmaster is an Aeroquip Trademark 








DIVISION 
300—NEWSPAPER MATS for local 


sv\croauip/ hrcasition newspaper advertising are available 


to Kleencut scissors and shears deal- 
ers free. A four-page folder shows all 


ee ceed 

















1 

| 
1 Industrial Sales Division — 11214 Exposition Bivd., Los Angeles, California the mats from which you can plan 
| Please send full information on profit opportunities with Marman Clamps, | your advertising Te gt Be A total 
| Universal Patchmaster Pipe Clamp (Skin-Pack) | of 28 mats is available-—Acme Shear 
i Universal Band Clamps | Company. 
i Name a Title | 
Company ______Address as | COMING IN JANARY o6s Our 
| Cit ER i i Re = State | | Annual Convention and Show 
bene ance aan asamp aapamennenpenanneneEn ea eats etna ameacmnee. | Issue. 
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241—SELL-ON-SIGHT with this 
compact counter display which holds 
24 kits of “The Finishing Touch” 
furniture scratch remover. Display is 
easy to refill from reserve stock. For 
“just browsing” shopper, pocket 
upper right holds instructions.—Blake 
Products, Ine. 


“CHICAGO 


=: > 


242—THREE - DIMENSIONAL  dis- 
play for Chicago sidewalk skates 
tempts customers to spin wheels of 
the skates, securely inserted on the 
platform. Display is simple to assem- 
ble. Size is 18” x 13%,” x 8”.—Chi- 
cago Roller Skate Co. 


243—STORE - TESTED Handyman 
merchandising units are designed to 
make job of selling and stocking tools 
easier. Unit can be placed on IRHA 
gondola, shopping island or wall. Dis- 
play may be purchased separately and 
tools can be ordered from open stock. 
—The Stanley Works. 
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244—CABINET HARDWARE display 
board combines a rich and pleasing 
grained wood background. Board is 
designed to fit all NRHA standard 
fixtures; the board itself is removable 
from display frame for quick installa- 
tion in panel display doors.—Wash- 
ington Steel Products, Inc. 





245—FLOOR MERCHANDISER — 
Crisp, modern display contains only 
four covers for simplified selling and 
increased turnover. Self-filling slanted 
shelves and automatic dispenser keeps 
department neat. New packaging and 
color-coded for easy selection. — 
Wooster Co. 


246—SILENT SALESMAN !—An in- 
genious battery - powered turntable 
for display field operated by an im- 
ported German motor can support 
three to four pounds and runs 24 
hours a day for four consecutive 
weeks on two ordinary flashlight bat- 
teries.—The Hertvy Company, Inc. 





247—STIMULATE COUNTER 
SALES with this sandpaper display 
rack that is eye-catching in design 
and provides easy access to an as- 
sortment of grits in standard 9 x 11 
inch sheets. Occupies only 1014 inches 
of counter width.—Behr-Manning Co. 


[No 1s8§) 


248—REVOLVING RACK for com- 
plete hose accessories is compact, 
space-saver similar to revolving 
“pocket book” racks. Measures 28” 
high by 12” wide and 12” deep. Gar- 
den line accessories are in transpar- 
ent, sealed display cards. — Melnor 
Industries, Inc. 


1% 
We tOCe swing 


249—SPACE-SAVER counter display 
with all-metal counter “Glue-Bar” is 
offered to boost dealer’s impulse sales. 
Black metal display is 15% inches 
high and hangs from pegboard. Holds 
assortment of Wilhold glues in small 
space.—Acorn Adhesives Co., Ine. 
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TO RECEIVE ANY OF THIS PRINTED MATTER CIRCLE 
NUMBER ON INQUIRY CARD PAGE 48 


POCKET TOOL GUIDE, a 64-page 
booklet issued by Mathias Klein & 
Sons, features a wealth of informa- 
tion of specific interest to linemen, 
electricians, mechanics and industry 
using pliers, cutters, splicing clamps, 
climbers, belts, safety straps and ac- 
cessories. Also included are charts 
giving comparative sizes of different 
wire gages in decimals of an inch, 
diameters and ultimate strength of 
cables, pole top resuscitation, artifi- 
cial respiration, first aid and other 
safety and rescue operations. 

For Details Circle 211 on INQUIRY CARD 


HOME PLUMBING FIXTURES 
catalog contains photos, specifications 
and general information on represen- 
tative items from the Gerber Plumb- 
ing Fixtures Corp. line of brass, steel 
enamel ware, and vitreous china ware. 
Special feature is a section on “pack- 
aged” bathroom ensembles, enabling 
architects and builders to order com- 
plete bathrooms without having to 
itemize individual fixtures. Catalog 
has eight pages and is printed in two 
colors. 

For Details Circle 212 on INQUIRY CARD 


COATED FABRIC GLOVES are 
discussed and illustrated in an eight- 
page catalog offered by The Granet 
Corp. Realistic photographs and 
physical property and chemical re- 
sistant charts are designed to help 
determine the best glove for specific 
application. 

For Details Circle 213 on INQUIRY CARD 


ELECTRIC HEATERS catalog by 
Electromode Division, Commercial 
Controls Corporation covers wall and 
portable heaters, radiant panel heat- 
ers, baseboard heaters and radiant 
cable heaters. 

For Details Circle 214 on INQUIRY CARD 
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COMPARISON CHART helpful to 
chain users is offered by The McKay 
Company for ready reference regard- 
ing data such as complete listings of 
specifications for welded and weldless 
aluminum chain and for stainless steel 
chain. Chart illustrates 12 types of 
chain and, under each type, lists the 
trade name designation of every 
manufacturer to eliminate confusion 
for anyone specifying or purchasing 
materials handling equipment. All 
chains are identified with large clear 
photographs. 

For Details Circle 215 on INQUIRY CARD 


SINGLE SOURCE BOOK on grind- 
ing for tool room men, 24-page bro- 
chure issued by The Carborundum 
Company, is entitled “Tool Room 
Grinding of Alloy, High Speed, and 
Die Steels.” Literature covers 22 
areas in the field with short, factual 
copy, illustrative pictures and clarify- 
ing charts. Quick reference charts 
are included on “Grinding Recom- 
mendations” and “Grindability of 
Steels in the Tool Room.” 

For Details Circle 216 on INQUIRY CARD 


DEPARTMENT OF COMMERCE 
report treats the subject of com- 
bustible contents of buildings. Data 
from this survey can be applied in 
connection with requirements for 
minimum fire resistance of buildings, 
such as building codes. Copies of the 
report can be obtained from the De- 
partment of Commerce, 555 Battery 
St., San Francisco for 20 cents. Ask 
for BMS Report 149 “Combustible 
Contents in Buildings.” 


LAWN AND GARDEN power 
equipment catalog issued by Sim- 
plicity Mfg. Co. describes and illus- 
trates mowers, rotary tillers, plows, 
cultivators, aerators, etc. 

For Details Circle 217 on INQUIRY CARD 


OUTDOOR LIVING with porcelain 
enamel cookware is the subject of the 
cover story appearing in the latest 
issue of the quarterly publication 
“Porcelain Enamel” published by the 
Porcelain Enamel Institute. Some of 
the newest products for picnics, back- 
yard barbecues, etc., are pictured. 
Also given is information regarding 
trend to color in small appliances and 
electric housewares as well as appli- 
cations of porcelain enamel to sinks, 
kitchen and bathroom fixtures and 
building trim. 

For Details Circle 218 on INQUIRY CARD 


TOOL HANDLE CHART, issued by 
True Temper Corporation, determines 
instantly the correct repair handle for 
a specific tool and the tools fitted by 
a specific handle. Chart covers more 
than 95 ner cent of dealer’s ash repair 
handle requirements for garden, lawn 
and farm tools, shovels, spades and 
scoops, post hole diggers and snow 
tools. It lists original handle and sug- 
gests alternates, and comprises both 
True Temper and Briar Edge grades. 

For Details Circle 219 on INQUIRY CARD 


AUTOMATIC ELECTRIC CAN 
OPENER, made by Klassen Enter- 
prises, Inc., is described in the com- 
pany’s folder illustrating many fea- 
tures of their push-button new prod- 
uct. Folder shows and explains how 
Canoletric operates. 

For Details Circle 220 on INQUIRY CARD 


ALUMINUM LADDER _ PROD- 
UCTS catalog issued by Louisville 
Ladder Company covers ladders and 
accessories, special service equipment, 
scaffolds, safety weight specifications, 
construction details, maintenance 
units, and good ladder practices. 

For Details Circle 221 on INQUIRY CARD 
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“REPEAT BUSINESS, KEY TO 
PROFITS” describes how and why a 
premium coupon plan is effective in 
maintaining peak sales. The 24-page 
brochure in hard paper cover issued 
by The Premium Service Co., Inc., 
analyzes actual operation of premium 
coupon plan and costs. Includes charts 
based on case histories showing rela- 
tionship between coupons issued, cou- 
pons redeemed and sales increases. 
Also ineluded is a discussion on why 
a premium coupon plan keeps cus- 
tomers loyal to a brand despite com- 
petitive pressure, how it recruits new 
customers and its use in special pro- 
motions. 

For Details Circle 270 on INQUIRY CARD 


SIMPLIFIED METHOD of address- 
ing and marking labels, tags and car- 
tons using a small hand stencil dupli- 
cator, is the subject of a four-page 
bulletin by Weber Addressing Ma- 
chine Co., Inc. 

For Details Circle 271 on INQUIRY CARD 


FEATURES AND PERFORM- 
ANCE details of the Tracy Thoro- 
Matic Dishwasher are described in a 
four-page folder issued by Tracy 
Manufacturing Company. Dishwasher 
sells for one hundred dollars. 


For Details Circle 272 on INQUIRY CARD 








For steam, hot or cold 
water, oil, gas and 
compounds. 


FREE LITERATURE 





HOME APPLIANCE BLUE BOOK 
covering refrigerators, freezers, elec- 
tric and gas ranges, washers and dry- 
ers features all new trade-in values. 
Issued by the National Appliance 
Trade-In Guide Company, the blue 
book includes articles by dealer-ex- 
perts on appliance merchandising. 

For Details Circle 273 on INQUIRY CARD 


ALUMINUM RAILING and col- 
umns in pre-assembled, pre-packaged 
sections is described in three booklets 
by National Aluminum Products Co. 
Aimed for over the counter sales to 
the “do-it-yourself” trade. 

For Details Circle 274 on INQUIRY CARD 


FORK LIFT TRUCKS, Model FGF- 
20. powered by gasoline is described 
in bulletin issued by The Baker-Raul- 
ing Company. Includes specifications 
and benefits. 

For Details Circle 275 on INQUIRY CARD 


NEWSPAPER AD MATS for dis- 
tributors and dealers handling the 
Puritan Imperial 700 toilet seat are 
shown in a four-page folder from 
Centurv Products, Inc. 

For Details Circle 276 on INQUIRY CARD 


ELECTRIC EDGER AND LAWN 
TRIMMER is described in a catalog 
sheet isued by Hirsh Manufacturing 
Co. Product described is the Desert 
Ray with complete specifications for 
all five models. 

For Details Circle 277 on INQUIRY CARD 


“FIRE DOOR FRAMES FOR THIN 
WALLS?” is the title of a bulletin re- 
leased by Underwriters Laboratories, 
Inc. Includes reports on performance 
of steel door frames with fire doors 
installed in 2 and 2% inch solid non- 
bearing partitions. 

For Details Circle 278 on INQUIRY CARD 


SPEEDSHOP KIT featuring drill, 
jigsaw, sander and polisher and a 
drill kit with complete grinding, wire 
brushing and other accessories are de- 
scribed in a circular issued by Thor 
Power Tool Company. 

For Details Circle 279 on INQUIRY CARD 


SUBMERSIBLE PUMPS and water 
systems, described in bulletin of The 
Deming Company, includes selection 
tables for wells, describes construc- 
tion features, and lists auxiliary fit- 
tings and equipment. 

For Details Circle 280 on INQUIRY CARD 


Makes a clear 
bold mark on 
any surface... 
even glass, 
plastic, 

and cellophane. 
Refills in black, 





DESIGNED for rugged service. 200 
pounds pressure. These valves can’t 
stick. They are also available with 
rubber poppets for use with air or 
cold water. Operation is noiseless. 

Very sensitive in operation. Work in 
k any position. Made in seven sizes. We 
> will design special Check Valves. 


Write today for Bulletin 1002, or telephone 
James Tannehille, Harrison 3313 today. 


STRATAFLO PRODUCTS, INC. 
Fort Wayne, Indiana 
For Details Circle 24 on INQUIRY CARD 
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red, blue, green, 
yellow, and white. 





Ask your wholesaler or write 
LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
For Details Circle 25 on INQUIRY CARD 
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FREE LITERATURE 





“PROGRESS REPORT FOUR” is 
the title of a series published by the 
Rohm & Haas Company giving de- 
tailed summaries and tables covering 
the chemical company’s findings in an 
extensive “every-climate” test pro- 
gram on acrylic emulsion paints. The 
56-page brochure in paper cover in- 
cludes summaries, photos and tables 
which describe results obtained to 
date from 3000 test exposures in 
Arizona, Florida and Pennsylvania. 
The report notes that acrylic latex 
paints, most recently developed of the 
three major types of water-based 
paints, are now being produced by 
nearly 500 paint companies in the 
U. S. and in some 32 countries abroad. 

For Details Circle 222 on INQUIRY CARD 


FILES FOR THE FARM, which 
to select, where they are used and how 
to use them are described in a 48-page 
booklet in heavy paper cover issued 
by Nicholson File Company. Contents 
include chapters on upkeep of tools 
and implements, file care and cleaners, 
how to file saws, special purpose files, 
etc. Book is designed as a guide to 
the saving of time, labor and money. 

For Details Circle 223 on INQUIRY CARD 


You wouldn’t 
light your home 


with whale oil-- 


Why put up with 
old-fashioned brooms? 


The FREEWAY Push Broom 
is the modern way to clean 
streets, roads, barns or indus- 
trial areas. It is impervious to 
commonly-used petroleum and 
caustic products—picks up dust 
particles by magnetic action. 
Ask your jobber about FREE- 
WAY Brooms the next time 
you order, and remember, too, 
that APB can supply al/ of your 
broom and brush needs. 


AMERICAN 
PUSH BROOM CO. 


114 FERN STREET 





SAN FRANCISCO 9, CALIFORNIA, ORdway 3 - 8891 


For Details Circle 26 on INQUIRY CARD 
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NEW CONCEPT IN DISPLAY and 
merchandising through use of alumi- 
num store fixtures that you can as- 
semble yourself are described in 
folder-type brochure. Aluminum is- 
land display is easy to work, bend and 
form with ordinary woodworking 
tools. Reduces display fixture costs 
by 50 per cent and eliminates costly 
maintenance. Includes itemized bill of 
materials needed and construction 
procedure with illustrations. Other 
“make-it-yourself” fixtures include 
roll-off display, display card holder 
and display card easel, Pegboard dis- 
play, and push-out display. 

For Details Circle 224 on INQUIRY CARD 


“PAINTCYCLOPEDIA,” a 12-page 
guide booklet for selecting and speci- 
fying emulsion and oil paints for any 
type surface is available to architects, 
builders, contractors and engineers. 
Issued by Luminall Paints, the booklet 
features charts for all interior sur- 
faces and exterior metal surfaces. 
Two pages are devoted to general 
painting specifications and surface 
preparation. 

For Details Circle 225 on INQUIRY CARD 


DESIGN AND CONSTRUCTION 
of aluminum furniture is described 
in an eight-page catalog published by 
Kalamazoo Furniture Company. Cat- 
alog touches on various methods a 
dealer can use to increase his profits 
on aluminum furniture, such as secur- 
ing lower freight rates; reducing in- 
ventory; increasing turn-over; and 
securing a larger volume of sales on 
a smaller stock investment. 

For Details Circle 226 on INQUIRY CARD 


STUDIES OF HANG-TAG uses, 
trends and practices are analyzed in 
a series of booklets and brochures 
issued by the Tag and Label Division 
of Rothchild Printing Co. Titles in- 
clude “The Effect of Tags on Depart- 
ment Store Sales,” “Tips on Tags,” 
“How to Make Tags More Effective 
As a Selling Medium.” “Tags in Ad- 
vertising,” “Hang Tags for Foods,” 
and “The Tiny Tag is a Big Sales- 
man.” 

For Details Circle 227 on INQUIRY CARD 


MOWER BROCHURE in full color 
dealing with type of mower prospects 
and market trends anticipated in 
1958 is offered by the Johnston Lawn 
Mower Corporation. Also included are 
new 1958 models and product features. 

For Details Circle 228 on INQUIRY CARD 


GOLF COURSE HOSE, B. F. Good- 
rich, is described in a one-page cata- 
log sheet. Recommended uses of hose, 
its construction and other technical 
information are explained. 

For Details Circle 229 on INQUIRY CARD 


FILE FILOSOPHY AND HOW TO 
GET THE MOST OUT OF FILES is 
the subject of a 62-page booklet in 
hard paper cover published by Nichol- 
son File Company. The booklet gives 
a brief account of the history, manu- 
facture, variety and uses of files in 
general. Among the chapters included 
are draw filing, lathe filing, filing die 
castings, filing stainless steel, filing 
brass, filing lead, filing plastics, the 
care of files, sharpening tools and 
implements, etc. 
For Details Circle 230 on INQUIRY CARD 


SOUND-COLOR MOTION PIC- 
TURES available on a free loan basis 
to schools, libraries, television sta- 
tions, civic and business organiza- 
tions are described in a booklet pre- 
pared by The Colorado Fuel and Iron 
Corporation. Fourteen films describe 
various aspects of mining, steelmak- 
ing and the manufacture of finished 
steel products. All of the films are 
16 mm. and have running times of 
from 15 to 38 minutes. The booklet 
includes complete instructions on 
how these films can be obtained. 

For Details Circle 231 on INQUIRY CARD 


HOW PLASTICS ARE COLOR- 
MATCHED are described in a 20-page 
book published by Eastman Chemical 
Products, Inc. The book follows the 
genesis of a new Tenite color from 
receipt of a sample to be matched to 
successful formulation in a_ tenite 
plastic. The book explains in text and 
beautiful full-color illustrations how 
plastics are color-matched to other 
materials by a method that has de- 
veloped more than 38,000 color formu- 
lations. 

For Details Circle 232 on INQUIRY CARD 


GUIDE TO BETTER LIGHTING is 
contained in a booklet issued by West- 
inghouse and aimed at parents who 
wish to insure that their youngsters’ 
eyes are properly protected. Booklet 
illustrates various methods of light- 
ing desks and table areas and con- 
tains 13 photographs showing right 
and wrong lighting arrangements. 

For Details Circle 233 on INQUIRY CARD 


FILM FOR SALE 


“YOU AND LABOR LAW,” a two- 
part 30-minute sound slide film in 
color describes the history, purpose 
and principles underlying our present 
labor law, has been completed by 
Transfilm for use by companies, em- 
ployee groups, community organiza- 
tions and schools. First part shows 
evolution of labor law philosophy and 
precepts. Second part deals with our 
present labor law in action. Film is 
for sale through the Employers Labor 
Relations Information Committee, 
Inc. 

For Details Circle 234 on INQUIRY CARD 


HARDWARE WORLD 





BOOKS—For Sale and Resale 





Please do not send money to HARD- 
WARE WORLD on any publication 
which has a charge listing. Merely 
circle number on card and the firm or 
association will contact you regarding 
payment. 





DOMESTIC OIL BURNERS, in- 
stallation and servicing is a 360-page 
book that includes 105 pages of illus- 
trations of label burners and burner 
parts. Written for those who want to 
become practical mechanics, and for 
the layman who owns an oil burner. 
Covers oil burning principles, useful 
fuel oil information, heating systems, 
how to figure firing rates, combustion 
chambers, fuel unit-pumps, valves, 
filters, oil burner wiring, motors, 
transformers, ignition, thermostats, 
operating and limit controls, etc. 
Published by Arco Publishing Com- 
pany in hard-bound cover and sells 
for $5. 

For Details Circle 235 on INQUIRY CARD 


“TRAINING FOR PROFITS,” dis- 
tributed by the National Retail Dry 
Goods Association, is a manual on 
training programs for both selling 
and non-selling retail employees. Pub- 
lication lays particular emphasis on 
new training techniques which pro- 
mote production and increase profits. 
Manual presents the latest thinking 
and experiences of stores in initial 
and advanced employee training ac- 
tivities. Priced at $3 for NRDGA 
members and $6 for non-members. 

For Details Circle 236 on INQUIRY CARD 


IDEAS FOR CHRISTMAS DECO- 
RATING, Sunset Magazine’s newest 
publication, shows how to dress up 
your home with family-made “stained 
glass” windows, how to decorate gar- 
dens, patios, family room, and even 
the kitchen. More than 400 ideas for 
Western families includes games and 
decorations for children, lighting 
ideas for the outside and recipes for 
holiday cookies and cakes. Sells for 
one dollar. 

For Details Circle 237 on INQUIRY CARD 


SMALL ENGINES SERVICE 
MANUAL includes more than 33,000 
facts and step-by-step procedures to 
get the right results on every job. 
Over 8000 specifications give clear- 
ances, tolerances and sizes needed; 
over 380 illustrations give detailed 
know-how for tricky adjustments. The 
246-page book, published by Imple- 
ment & Tractor Publications, Inc., 
sells for $4.65. 

For Details Circle 238 on INQUIRY CARD 
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CREENEE 


another reason why you profit from 


ASSURED QUALITY 


Greenlee Tools for Craftsmen 


Your customers who really know tools can instantly 
see the extra quality, extra value they get in a 
Greenlee 22 Solid-Center Auger Bit. And when they 
put these fine bits to work, they experience even 
finer performance than they expected, for a// Greenlee 
22 Solid-Center Auger Bits are of uniform high 
quality. In the manufacture of these bits, all cutting 
parts, point, throat, and twist are automatically 
milled on a battery of precision machines. Cutting 
edges are true . . . screw points are accurately 
hobbed . . . squares are perfect . . . the cold-formed 
shanks never vary. Here’s example again of the 
assured quality you and your customers get from 
GreENLEE — to help build and keep bringing back 
more profitable business for your hand-tool 
department. Ask your wholesaler about 

GREENLEE tools, or write for catalog. 


Automatically producing Greenlee 22 Solid- 
Center Auger Bits on a special Greenlee 
bit-making machine for assured uniformity and quality. 


FREE... HAND-TOOL 
PROFIT CHART. Quickly converts 


cost per dozen of various items into unit cost. 

Gives profit percentages on selling prices and on costs, 
to help you rapidly figure your markups. Tells 

your profit story in seconds. Free to hardware and 
building supply dealers . . . send 

request on your letterhead. 


GREENLEE TOOL CO. 
1792 Herbert Ave., Rockford, Ill. 


Auger Bits © Electric Drill Bits © Chisels and Gouges 


Expansive Bits ©® Drawknives © Other fine tools 
For Details Circle 27 on INQUIRY CARD 








ABOUT 


PEOPLE 


Join Sales Group 


James M. 
Jaques 


William A. 
McCullough 


James M. Jaques and William A. 
McCullough have been appointed as- 
sistant sales managers of the sales 
management group at Nicholson File 
Company, Providence, R. I. 

Mr. Jaques moves to the Providence 
office from the metropolitan New 
York market where he has been area 
manager for the last seven years. The 
pair will work with E. A. Neal, vice 
president and domestic sales manager 
of the company. 


Director 
Of Sales 
Appointed 


Sterling 
Alexander 


Sterling E. Alexander was ap- 
pointed director of sales for Milwan- 
kee Valve Company, Wisconsin. Mr. 
Alexander was connected with the 
Henry Valve Company for 14 years 
and was formerly a sales specialist 
for York Corporation. 


New Rempel Sales Manager 


Lloyd E. Davidson has been ap- 
pointed general sales manager for 
Rempel Manufacturing, Inc., Akron, 
Ohio, it was announced by D. G. 
Rempel, president. 
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New General 
S.M. Named 
By Dunham 


Charles 
A. Lutz 


SAN FRANCISCO — Charles A. 
Lutz was named general sales man- 
ager here by Dunham, Carrigan & 
Hayden Co., hardware wholesalers. 
The appointment became effective 
Nov. 1. 

Mr. Lutz, who succeeds Ben F. 
Halliday, retired, has served as house- 
wares buyer for many years with the 
firm. 


Will Head 
Divisions 
At Thomas 
Industries 


piven 
Fuller 


T. R. Fuller has been named gen- 
eral sales manager for all divisions 
of the general sales department of 
Thomas Industries, Inc. Mr. Fuller 
has been sales manager of the com- 
pany’s lighting division for the last 
two years. 


American Steel Ups Pair 


Two top sales executive promotions 
in American Steel & Wire were an- 
nounced by Harry M. Francis, vice 
president-sales, of this U. S. Steel Di- 
vision. 

Maxwell D. Millard has been named 
assistant vice president-sales and 
Howard B. Maguire succeeds Mr. 
Millard as the new general manager 
of sales. 

Mr. Millard started his steel sales 
career as a technical apprentice with 
American Steel & Wire in 1934. 


Executive 
Director 
For N. S. E. 


Ss. L. 
Goldsmith, Jr. 


S. L. Goldsmith, Jr., currently di- 
rector of the economic problems de- 
partment of the National Association 
of Manufacturers, has been appointed 
executive director of National Sales 
Executives, Inc. Mr. Goldsmith as- 
sumed his new post Nov. 1. 

The N. S. E. has affiliated clubs in 
181 United States and Canadian cities 
and 24 affiliated clubs in other 
countries. 


Black Leaf S. M. Named 


Appointment of Fredrik H. Raedel, 
Jr., nationally-known marketing coun- 
selor, to the position of sales man- 
ager for consumer products was an- 
nounced by George V. Dupont, gen- 
eral manager of Diamond Black Leaf 
Products, Cleveland, Ohio, a unit of 
Diamond Alkali Company. 

Prior to joining the Black Leaf 
organization, Mr. Raedel had been 
retained as a marketing consultant, 
directing market analysis, advertis- 
ing, consumer product testing, pack- 
aging, sales organization, sales anal- 
ysis and over-all budgeting for the 
last 12 months. 


Federal Promotes Pair 


Jack F. Turner and Ross Bellamy 
were promoted by the Federal Tool 
Corporation. Mr. Turner, formerly as- 
sistant sales manager, was elevated to 
merchandise manager, and Mr. Bel- 
lamy was boosted to sales manager, 
national accounts sales. 

Prior to joining Federal, Mr. Turner 
was an assistant buyer for Sears, Roe- 
buck & Company, while Mr. Bellamy 
was merchandise manager for P. R. 
Mallory Plastics, Inc. 
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Greenlee 
Tool Co. 
Announces 
Change 


Martin J. 
Tuckett 


Martin J. Tuckett has been named 
assistant to R. J. Samuelson, vice 
president in charge of sales for the 
Greenlee Tool Co., Rockford, Ill. 

In this new position, Mr. Tuckett 
will direct the company’s merchandis- 
ing and sales promotion activities in 
the hardware and industrial fields. 

Until recently, Mr. Tuckett was 
vice president in charge of sales for 
the Estwing Mfg. Company with 
whom he was associated for the last 
11 years. 


Hardware Firm 
Adds Five Salesmen 


SEATTLE, Wash.—Five new sales- 
men have been added to the force of 
Wholesale Hardware Company here to 
cover the Washington territory. They 
are William Irwin, Conni Wasell, Wil- 
liam Moore, Walt Meyer and James 
Welch. 

Mr. Irwin will blanket the Belling- 
ham area, Mr. Wasell’s assignment is 
the Everett territory, Mr. Moore will 
handle the Seattle area, Mr. Meyer, 
as resident salesman, will be respon- 
sible for activity in the tri-cities area, 
Yakima and Wenatchee, and Mr. 
Welch will cover the Spokane area 
and adjacent territory. 


Attend Wood Shovel Meet 


T. A. Jacob, San Francisco, Calif., 
and Dean B. Cochran, Spokane, Wash., 
were among factory representatives 
who attended the annual sales meet- 
ing of The Wood Shovel and Tool 
Company held at the company’s plant 
in Piqua, Ohio. 

The program covered product 
knowledge, sales policy, management 
policy and general sales instructions. 
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SACRAMENTO P&K INSTALLS NEW OFFICERS 


LINEUP FOR THE NEW YEAR in the Sacramento, Calif., Pot and Kettle 
Club includes six retailers as officers at the recent installation dinner. The 
officials are, back row, (from left) Ross Young, Aluminum Goods Mfg. Co., 
corresponding secretary; Millard Eichman, Incandescent Supply Co., treasurer; 
Frank Stucky, Stucky’s Hardware, retiring president; Robert O. Taunt, Clarke 
Wheeler Co., incoming president; Gordon Nelson, Walker Hardware, Ist 


vice president; and Ed David, Ed David Co., 2nd vice president. 


Others 


include, front row, (from left) Walter Holland, Weinstock Lubin Co.; Clarke 
Wheeler, Sloss and Brittain; Stan Burns, Walker Cordova Hardware; and 
Andy Coppock, Hale Bros., all members of the board of directors. Not present 
(above) was Stanley Morgan, recording secretary. 


VISIT FROM ROYALTY 


ROYALTY AND HARDWARE are 
not too frequently associated, but the 
King of Sweden, Gustaf VI Adolf, re- 
cently paid a visit to the factory of 
E. A. Berg Mfg. Co. in the cutlery 
city of Eskilstuna, Sweden to learn 
more about the “Shark” Brand Chisels 
produced there and shipped all over 
the world. The King is pictured above, 
left, with C. Gust Andersson, manag- 
ing director of the chisel factory, 
whose products are distributed here 
by the Saw & Tool Division of Sand- 
vik Steel, Inc., Fair Lawn, N. J. 


FACTORY REPS MERGE 


POOLING THEIR RESOURCES 
Oct. 1, were Dick Grannis (left) for- 
mer No. Calif. manager for Ralph 
Wall & Associates and James C. 
Anderson, factory representative and 
owner of Gillan Sales Co. into one 
organization called Grandco Sales 
Inc., San Francisco. Grannis and An- 
derson believe their consolidation will 
help meet the constant changes in 
both retail and wholesale merchan- 
dising techniques. The two men in- 
spect above one item in their line, 
glass tumblers and carrying rack. 
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NEWS 





Steel Warehouse for Jobber 


KELLOGG, Idaho—Work on a $60,- 
000 one story steel storage warehouse 
started here last September for The 
Coeur d’Alene Hardware & Foundry 
Company who engage in wholesale 
and retail hardware and general sup- 
ply business. 

The building is scheduled to be com- 
pleted this month, according to Robert 
B. Austin, general manager. 


Locks Rope 
Without 
Knots 


I. 


P 


Service Tools 
Institute 
President 


Roland J. Ahern, president and 
general manager of The Billings & 
Spencer Company, Hartford, Conn., 


] 7 Finger 


; Pressure 
i 


Unlocks it 


New Product! New Profits! 


re ==~eroquip 


ROPELOCK 


Get extra sales by prominent display 





AEROQUIP WEBLOCK 
STRAPS tighten with a pull 
... release at the touch of 
a finger. No extra charge 
for attractive display rack 
when you order 60-strap 
assortment in 30”, 4’, 6’ 
and 9’ sizes. 





of this “tell all” carton containing 
12. individually packaged ROPE- 
LOCKS. There are many uses for 
this ingenious device that secures 
loads up to 500 Ibs. with 46” manilla 
rope; up to 800 Ibs. with “6” nylon 


cam lock it. . 





below for complete information. 





ROPELOCK and WEBLOCK are Aeroquip Trademarks 


A DIVISION OF =a/\\e ul CORPORATION 
s=\eroquip 





HARDWARE SECTION e¢ P.O. BOX 1071-M e PASADENA, CALIFORNIA 
Please send: Wholesaler [1] Retailer (] information about: ROPELOCK (] WEBLOCK [] 


Title__ 
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rope. Just pull the rope. Tension and | 
- no springs. Finger | 
pressure unlocks it. Return the coupon | 


was elected president of the Service 
Tools Institute at an annual meeting 
held in New York last Oct. 15. 

The Institute, a national organiza- 
tion, is comprised of approximately 
85 hand tool manufacturers located 
throughout the country, 


Ekco LA 
Manager 
Appointed 


Merrill 
Marshall 


Merrill Marshall has been named 
manager of the Los Angeles district 
for the Chicago Division of Ekco 
Products Company, it was announced 
by Maurice B. Cossman, assistant vice 
president and general sales manager 
of the division. 

Previous Chicago Division territory 
manager in the Portland, Oregon- 
Seattle, Washington, territory, Mr. 
Marshall has been with Ekco in vari- 
ous sales positions since 1950. 


Gibson Creates Post 


Louis W. Hamper, Jr., has been 
appointed to the newly-created post 
of assistant to the vice president in 
charge of Gibson sales for Gibson 
Refrigerator Company, division of 
Hupp Corporation. 

Gibson’s field sales organization is 
headed by nine divisional sales man- 
agers represented in the West by 
Elmer R. VanderLinden, San Fran- 
cisco, Calif. 


Denver Distributor 


Walter Slagle & Company has been 
appointed distributor of Gold Seal 
Floors and Walls in the Denver trad- 
ing area, it was announced by F. H. 
Cook, vice president, Gold Seal Divi- 
sion of Congoleum-Nairn Inc. The 
Morey Mercantile Company continues 
as a Gold Seal distributor in the same 
area. 


Firm Takes In Partner 


Robert Pastor has joined H. M. 
Johnston & Associates as a partner 
in the business after serving for nine 
years with Ecko Products Co. as 
former district manager. H. M. John- 
ston & Associates also announced the 
appointment of Jack Alimisis to head 
the San Francisco office. 


New Dow Department 


W. L. Nelson has been named to 
head a newly-organized fabricated 
products section of the Dow Chemical 
Company’s plastic sales department. 
The new section will be devoted to a 
broad range of fabricated products to 
meet the needs of expanding markets. 
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A NEW SERIES—Initiation of a series of panel discussions between retailers 
and suppliers by the Portland Pot and Kettle Club brought together, from left, 
Dick Schneider, Schneider Bros. Hardware, Longview, Wash.; Jim Craig, 
Sparks Hardware, Vancouver, Wash.; Phil Rodgers, M. Seller Company, 
Portland; Joe Moyan, Vinton Company, Portland; and Jerry Oesterreicher, M. 


Seller Company. 


Distributor Salesmen Are Vital 
Link Says Portland P&K Panel 


PORTLAND, Ore.—The calibre of 
the distributor salesman and _ his 
knowledge of merchandise and market 
preferences is the most valuable of 
all the distributor services supplied, 
accorcing to reta‘! merchants who 
took part in a Portland Pot and Ket- 
tle Club sponsored panel concerning 
“Mutual Requirements and Problems 
of Distributors and Retailers in the 
Housewares Industry.” 

The panel discussions were held 
here on Oct. 28. The Portland club 
initiated this continuing series be- 
tween retailers and suppliers to ex- 
plore needs and services on both 
levels of merchandising. 

Other findings of the panel indi- 
cated the need for more complete in- 
formation on the availability of ad- 
vertising participation, ad mat lay- 
outs, etc. However, price promotions 
or the use of “loss leaders” were not 
considered particularly effective. In 
the opinion of the panelists, the dur- 
able goods retailer serves more effec- 
tively by conveying more accurate 
and complete product information to 
the consumer. 


Panelists representing the distribu- 
tors stated that early buying dis- 
counts are not attractive without cor- 
responding dating. They also pointed 
out that timing is the most important 
ingredient in the preparation of spe- 
cial merchandise promotions such as 
“Dollar Day” mats, broadsides, con- 
sumer catalogs, ete. 

Both sides agreed that the broad 
selection of merchandise through a 
single source is one of their most im- 
portant services, and that most addi- 
tional discounts or “special buys’ ob- 
tained are passed on to the retailer in 
an effort to help him create store 
traffic. 

Representing wholesalers on the 
panel were Jerry Oesterreicher, vice 
president and general manager of M. 
Seller Company, and Joe Meylan, 
president of Vinton Company, Port- 
land. 

Retailers participating were Dick 
Schneider, Schneider Bros. Hardware, 
Longview, Wash., and Jim Craig, 
Sparks Hardware, Vancouver, Wash. 
Phil Rodgers, sales manager, M. 
Seller Company, acted as moderator. 





Wickwire Boosts Pair 


Earnest J. Bolduc was named New 
England district sales manager and 
Charles P. Harlow was appointed 
sales manager of the hardware prod- 
ucts department for the Wickwire 
Spencer Steel Division of the Colorado 
Fuel and Iron Corporation. 

The announcement was made by 
L. A. Watts, general manager of sales. 
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Brookpark S.M. Appointed 


Ric Leichtung was appointed sales 
manager of the Brookpark Dinner- 
ware Division of International Molded 
Plastics, Inc., it was announced by 
George V. Goulder, president. Leich- 
tung will be responsible for the for- 
mulation and direction of the com- 
pany’s national sales programs and 
policies. 





Five-Year Pian For 
Pump Manufacturers 


A new five-year plan to increase the 
sale of electric water systems to non- 
farm suburban, commercial and farm 
markets was outlined at the silver 
anniversary meeting of the National 
Association, Domestic and Farm 
Pump Manufacturer, Oct. 18 in Chi- 
cago. 

A sales goal of 939,500 water sys- 
tems in 1958 was projected by F. B. 
Hout, chairman of the general plan- 
ning and markets committee breaking 
down the figure like this: 192,000 
pumps for new homes built beyond 
water mains; 250,000 initial farm 
sales; 50,000 commercial sales; 272,- 
500 sales to replace obsolete pumping 
equipment, and 75,000 sales to replace 
equipment that may have become 
obsolete in less than the average 
period of 12 years. 

Other business at the meeting was 
the election of Jack H. Thomsen, ex- 
ecutive vice-president, Dempster Mill 
Manufacturing Company, Beatrice, 
Neb., to the office of association presi- 
dent. F. B. Hout, president, Barnes 
Manufacturing Company, Mansfield, 
Ohio, was elected vice-president. 

J. P. Curtin, vice-president, George 
D. Roper Corporation, Rockford, IIl., 
was reelected treasurer. John Hos- 
ford, Chicago, was reappointed execu- 
tive vice-president of the association. 


S.M. For 
Western 
Lock 
Named 


Ernest 
Cipriano 


Ernest Cipriano has been appointed 
sales manager of Western Lock Manu- 
facturing Co., according to a recent 
announcement by Car! Hillgren, presi- 
dent. 


New Eureka Distributor 


SACRAMENTO — The Clarke 
Wheeler Co. of Sacramento has been 
appointed distributor for Eureka 
vacuum cleaners in California, it was 
announced by A. L. McCarthy, vice 
president of the Eureka division of 
Eureka Williams Corporation. 


New Packaging System 


The H. B. Ives Company, New 
Haven, Conn., announces the use of 
the decimal system of packaging for 
their line of builders’ hardware. New- 
ly designed labels, printed on yellow 
paper in various colors to denote base 
metals are now being used. 
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Vertical Turbine Pump 
Assn. Elects President 


YOSEMITE, Calif.—F. E. Dunn, 
general manager, Turbine Pump Divi- 
sion, Worthington Corporation, was 
elected president of the Vertical Tur- 
bine Pump Association for 1958, at 
the association’s fall conference here 
Oct. 7-8. 

Members of the association meet 
three times each year to discuss the 
industry’s problems, developments and 
policies. Highlighting the fall meet- 
ing was the added business of the 
annual election of officers. 

Harold Miller, general manager ot 
the Johnston Pump Division of The 
Youngstown Sheet and Tube Corpora- 
tion, was elected vice-president of the 
Association and B. A. Tucker, former 
Sales manager (retired), Peerless 
Pump Division, Food Machinery and 
Chemical Corporation, was appointed 
to serve as the Association’s manager 
for 1958, in addition to his capacity 
as secretary-treasurer of the Associa- 
tion, a position he has held for the 
past year. 

Principal speaker for the meeting 
was Conrad Jones, partner in the firm 
of Booz, Allen & Hamilton, business 
management consultants. Jones’ topic 
was “Management of New Products.” 


r ~~ Jobber has 


‘Housewares Business 
Good'—NHMA Sect. 


The nation’s housewares business is 
good, according to Dolph Zapfel, sec- 
retary of the National Housewares 
Manufacturers Association. Zapfel 
based his estimate of the industry’s 
condition on manufacturers’ applica- 
tions for display space in the 28th 
NHMA National Housewares Exhibit 
which will be held at Chicago’s Navy 
Pier, Jan. 16-23. 

On the basis of show applications, 
Zapfel predicted that the nation’s 
homemakers would spend nearly three 
billion dollars for housewares in 1958. 

Buyer registration for the January 
show is also expected to exceed the 
1957 figure of 10,890. 


T.A.C.U. New V.P. 


Buford E. Hiles, formerly sales 
manager for The Aluminum Cooking 
Utensil Company, Inc., was appointed 
vice president in charge of sales for 
the company succeeding Robert L. 
Becker who became president. 


Krause Heads Firm 

SPOKANE, Wash.—W. A. Krause, 
former secretary-treasurer of Spokane 
Hardware Supply, Inc., has _ been 
named president of the firm. He suc- 
ceeds the late R. L. Northrop, founder 
of the builders’ supply company. 
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Seven Westerners Elected 
To Head NBHA In 1958 


Seven Westerners, headed by Joseph 
R. Murphy, Murphy, Malone & Green, 
Inc., San Antonio, Texas, took over 
executive and regional director posts 
of the National Builders’ Hardware 
Association for 1958 following their 
election at the annual convention 
Sept. 22-25 in the Conrad Hilton hotel, 
Chicago. The convention was held to- 
gether with the American Society of 
Architectural Hardware Consultants. 

Mr. Murphy, was was elected pres- 
ident, will be joined by James C. Car- 
roll, Union Hardware & Metal Co., 
Los Angeles, Ist vice president; and 
regional directors William R. Weston, 
Jr., William Weston Co., Dallas, 
Texas; C. H. Johnson, K. C. Hardware 
Co., Denver, Colo.; Val F. Mont- 
gomery, Jr., Montgomery Hardware 
Co., Los Angeles; Gordon F. McCall, 
Jr., McCall Builders’ Hardware, Sac- 
ramento, Calif.; and William  S. 
Schmiedling, John Warren Hardware, 
Inc., Eugene, Ore. 

The new executive secretary-trea- 
surer of the ASACH, also a West- 
erner, is George P. Merrill who will 
make his headquarters in Santa Rosa, 
Calif. Mr. Merrill is scheduled to take 
office Jan. 1 when he resigns as gen- 
eral sales manager of Stanley Hard- 
ware after 22 years with the Stanley 
Works. 

The new executive secretary has 
been an active member of the 
ASAHC. He was Society president in 
1948 and director or executive com- 
mittee member for the last 13 years. 


Sherwin-Williams Tells 
1958 Selling Program 


Sherwin - Williams Co. area and 
branch managers and dealers sales 
representatives were introduced to the 
paint firm’s 1958 advertising and 
merchandising programs at meetings 
in 27 cities throughout the nation re- 
cently. 

According to Arthur H. Burt, com- 
pany vice president and director of 
sales, new dealer selling aids were 
unveiled. 


Gadget Show April 17-20 


“Better Living And More Leisure 
Thru Gadgets!” is the theme of the 
Second International Gadget Show 
which will be held April 17-20 at the 
New York Trade Show Building in 
New York City. 

The show is specifically designed to 
give gadget manufacturers and dis- 
tributors cross exposure of their prod- 
ucts to many fields. 


Promoted to Manager 


Frederick S. Miller has been pro- 
moted to manager of Worksaver and 
Warehouser sales for Yale materials 
handling division, The Yale & Towne 
Manufacturng Company. 
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Ben Ettelson Honored 


PORTLAND P&K CLUB industry 
dinner chairman J. T. Errickson 
(right) presents a plaque to Ben 
Ettleson in recognition of his many 
contributions to the housewares in- 
dustry. More than 100 Pot and Ket- 
tlers and industry executives turned 
out for the event Oct. 24. Mr. Ettle- 
son, long time executive of M. Seller 
Company, Portland, Ore., first came 
to M. Seller Company in 1902 as a 
warehouseman. 


Wright 
Saw Has 
New S.M. 


Louis F. 
Turner 


Louis F. Turner has been appointed 
sales manager of the Wright Saw Di- 
vision of Thomas Industries, Louis- 
ville, Ky., it was announced by Fred- 
erick Keller, vice president. Mr: Tur- 
ner joined Thomas Industries as as- 
sistant sales manager of the Wright 
Saw Division in March, 1956. 


Color Guild Members 
Meet in the West 


SAN FRANCISCO — The Annual 
meeting of Color Guild Associates 
was held here recently at which time 
Ben Einhorn, head of the Adelphi 
Paint & Color Works of Ozone Park, 
New York, was elected president. He 
succeeds Joe Harryman of the Olym- 
pic Paint & Varnish Company of 
Los Angeles, who becomes the group’s 
Board Chairman. 

The Guild is one of the nation’s 
largest associations of independent 
paint manufacturers. The group laid 
the ground work for next year’s pro- 
gram from which will stem many new 
technical and promotional develop- 
ments that should prove of consider- 
able benefit to all dealers selling the 
Color Guild tube system. 
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SCHEDULE OF CONVENTIONS AND SHOWS 


- 16-23 


March 6-15 


NATIONAL HOUSEWARES EXHIBIT at Navy Pier 
and Drill Hall, Chicago. (National Housewares Manu- 
facturing Association, Dolph Zapfel, Merchandise Mart, 
Chicago, Ill.) 


INDEPENDENT HOUSEWARES EXHIBIT at the 
Morrison Hotel, Chicago. (Independent Housewares Ex- 
hibit, Ine., 8 S. Dearborn St., Chicago 3, Ill.) 


NATIONAL ASSOCIATION OF HOME BUILDERS 
13th ANNUAL CONVENTION & EXPOSITION at the 
Conrad Hilton and Sherman Hotels and Chicago Coliseum. 
(National Association of Home Builders, 111 W. Jackson 
Blvd., Chicago 4, Ill., Chairman—Paul S. Van Auken.) 


46th CALIFORNIA GIFT SHOW at the Ambassador and 
Biltmore Hotels, Brack Shops, Merchandise Mart, Indi- 
vidual Showrooms. (Trade Shows Ltd., Los Angeles Bilt- 
more Hotel, 672 S. Lafayette Park Place, Los Angeles 57, 
Calif.) 


THE MOUNTAIN STATES HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION at the Cosmo- 
politan Hotel, Denver, Colorado. (Francis W. Reich, 1233 
Spruce St., Boulder, Colorado.) 


17th LAMP, PICTURE AND ACCESSORIES SHOW at 
the Los Angeles Biltmore Hotel, 672 S. Lafayette Park 
Pl., Los Angeles. (Trade Shows Ltd., Los Angeles Bilt- 
more Hotel, 672 S. Lafayette Park Place, Los Angeles.) 


PACIFIC NORTHWEST HARDWARE & IMPLEMENT 
ASSOCIATION MEETING, Portland, Oregon. (Mal- 
colm Smith, Managing Secretary, 210 Empire State Bldg., 
Spokane, Wash.) 


NORTH COAST RETAIL HARDWARE ASSOCIATION 
HARDWARE INDUSTRY SHOW & CONVENTION at 
Portland Masonic Temple, Portland, Oregon. (NCRHA, 
Martin W. Danko, Mg. Director, Route 12, Box 109, 
Tacoma, Washington.) 


WESTERN CHINA, GLASS GIFT, JEWELRY, TOY, 
STATIONERY & HOUSEWARES SHOW at the Civic 
Auditorium, Sheraton Palace, St. Francis & Sir Francis 
Drake Hotels and Western Merchandise Mart, San Fran- 
cisco. (Kay Leber, Western Merchandise Exhibitors As- 
sociation, 1855 Market St., San Francisco.) 


WINTER MARKET at the Western Merchandise Mart, 
San Francisco. (A. Cameron Ball, Western Merchandise 
Mart, 1355 Market St., San Francisco, California.) 


CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CONVENTION & SHOW at the Civic Auditorium, San 
Francisco. (Krueger B. Jacobsen, 122 Ninth St., San 
Francisco, Calif.) 


MARSHALL WELLS CONGRESS FOR PORTLAND 
BRANCH at Multnomah Hotel, Portland, Oregon 


PACIFIC SOUTHWEST HARDWARE ASSOCIATION 
CONVENTION & SHOW at Long Beach Municipal Audi- 
torium, Long Beach, Calif. (PCHA, Otto H. Grigg, Mg. 
Director, 1519 So. Garfield, Los Angeles 22.) 


MARSHALL WELLS CONGRESS FOR SPOKANE 
BRANCH, Spokane, Washington 


27th DENVER GIFT & JEWELRY SHOW at the Hotel 
Albany, Denver, Colo. (A. E. Allied Exhibitors, Inc., 3832 
Wilshire Blvd., Los Angeles.) 


1957 AMERICAN TOY FAIR, Toy Information Bureau, 
200 Fifth Ave. New York City, Horatio D. Clark, Sect. 
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Janney, 
Semple, 
Hill 
Northwest 
Manager 
Appointed 


Larry G. 
LeBlanc 


PORTLAND — L. M. Hatfield, 1st 
vice president of Janney, Semple, Hill, 
Minneapolis hardware wholesaler, an- 
nounced the appointment of Larry G. 
LeBlanc to the position of Pacific 
Coast Divisional Manager for Service 
& Quality Hardware Stores. 

Mr. LeBlanc, formerly of Marshall- 
Wells Company, was the store’s de- 
velopment manager in that area. He 
also held position as general manager 
of Northern Wholesale Hardware 
Company of Portland and operated a 
Marshall-Wells store in the Pacific 
Northwest. In his new position, Mr. 
LeBlanc will continue to make his 
headquarters at Portland. 

Mr. Hatfield stated that with the 
extensive expansion program now in 
progress on Service & Quality: Hard- 
ware Stores the program is now being 
extended to cover the Oregon and 
Washington areas. The Service & 
Quality Hardware Stores now cover 
21 states with a group of over 400 In- 
dependent Hardware Store Dealers. 


Heads Thermo-Serv Sales 


J. J. Keenan has been appointed 
sales manager for the N.F.C. Engi- 
neering, Company, Anoka, Minnesota, 
manufacturers of Thermo-Serv in- 
sulated serving ware. He will direct 
the sales and advertising programs. 


Thor Names 
Manager In 
Seattle 


Alfred W. 
Escoffier 


SEATTLE — Alfred W. Escoffier, 
service engineer at Thor’s San Fran- 
cisco branch since 1955, has been ap- 
pointed manager here of the Thor 
Power Tool Company of Chicago. The 
Seattle branch is located at 414 
Eighth Ave. North. 

Escoffier joined Thor’s San Fran- 
cisco branch as an electrical tool ser- 
vice engineer in January, 1955, after 
a long sales career with other indus- 
trial firms on the West Coast. R. J. 
Horrocks, former Seattle branch 
manager, is transferring to the com- 
pany’s Denver branch to cover indus- 
trial sales in that area. 


Seattle Hardware Store Adds 
Men's and Boy's Clothing 


SEATTLE — West Seattle Hard- 
ware Store at 2611 California Avenue, 
is now carrying a wide line of men’s 
and boy’s sportswear, work clothes 
and underwear according to Sam 
Hart, owner. He emphasized that the 
additional lines will not affect the 
hardware service that he has offered 
the community for many years. 

The line was introduced on Satur- 
day, Oct. 5, with many items from the 
clothing stock being offered as door 
prizes. In order to be eligible to win 
one of the prizes tickets were issued, 
one for every purchase of one dollar. 


FAR WESTERN TOY CLUB ELECTS 


SAN FRANCISCO—On November 1, the Far Western 
Toy Club elected Barry Darrish, M. Seller Company, as 
president, succeeding Bill O’Brien. The luncheon meeting 
was held in the Mart Club of the Western Merchandise 


Mart here. 


Other officers elected were: Ist V.P.—Al Orsmbee (A. 
C, Gilbert Co.); 2nd V.P.—Geo. Alton, (Oakland Station- 


ery & Toys); secretary 


Morton Kahn, (F. S. Kahn Co.); 


and treasurer—Jack Ballenger, (Dourst Mfg. Co.). 
The new president has committees working on the club’s 


various activities. 


V.P. Named 
By Lewis 
Bolt & Nut 
Company 


E. T. Brown 


E. T. Brown has been appointed 
vice president of the Lewis Bolt & 
Nut Company, Minneapolis, Minn., it 
was announced by Meyer Paper, com- 
pany president. Mr. Brown has been 
with the company since 1936 in prin- 
cipally a sales capacity dealing with 
wholesale and hardware distributors 
throughout the country. 

The company is represented on the 
West Coast by the Lawrence-Totten 
Co. with offices in San Francisco, Los 
Angeles and Seattle. 


Colorado Store Holds 
Grand Opening 


AULT, Colo.—In the first week of 
October, the Offen Hardware held a 
grand opening presenting complete 
service of hardware, housewares and 
toys. 

The store, formerly the Coon Hard- 
ware was purchased by Walt Offen of 
Greeley from Mr. and Mrs. Lloyd 
Coon who had operated the store for 
the last four and a half years. 

Mr. Offen owns and operates a sim- 
ilar store in Greeley. 


Hardware Man Named 


YUCAIPA, Calif—Monroe A. Neis- 
wender of Holsinger’s Hardware and 
Lumber Co., was installed as a new 
director of the Chamber of Commerce 
here and elected vice president. 


AFTER ELECTION all the new offi- 
cers assembled at the head table. They 
are, seated, left to right: Barry Dar- 
rish, president; Geo. Alton 2nd V.P.; 
and Al Orsmbee, Ist V.P. Standing (L. 
to R.): Morton Kahn, secretary; and 
Jack Ballenger, treasurer. 
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ASSIGNMENT IN WEST 


WESTERN COVERAGE for the Jacobsen Manufacturing 
Company, Racine, Wis., makers of power lawn mowers, 
will be the assignments for J. D. Blodgett (second from 
left, back row) and B. L. Logan (second from right, back 
row) who were recently appointed sales representatives. 
Blodgett will cover the Pacific Northwest states while 
Logan will handle the California and Nevada territory. 


DESTINATION—SAN FRANCISCO 


11 tows oF JUFKIN 


WHITE CLAD TAPE RULES 


TAPE RULES BY THE TON—The Lufkin Rule Com- 
pany’s new W600 quick-service White Clad Merchandiser 
has been claimed as an immediate success. Here is an 
11-ton load of tape rules and merchandisers which left the 
Saginaw, Michigan, factory recently destined for San 
Francisco Bay area wholesalers. It is typical of the ship- 
ments which have totaled more in three months than was 
anticipated for six months. The new Lufkin merchandiser 
is a sturdy metal unit usable on wall, perforated board or 
counter. 


Alimisis Joins Johnston 


SAN FRANCISCO—H. M. Johnston of H. M. Johnston 
& Associates, manufacturers’ representative firm, an- 
nounced the appointment of Jack Alimisis in charge of 
the Northern California office of the firm. Mr. Alimisis will 
headquarter in the Western Merchandise Mart here. He 
replaces Max Fisher who has become President of the 
Merchandise Mart Enterprises, handling the restaurant 
and catering services in the Mart. 

Mr. Alimisis has been associated in the housewares field 
for the last seven years and most recently had charge of 
Northern California offices of Mirman & Peters, manufac- 
turers’ representatives. 
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BLACK SYNTHETIC 


IONS = 


S Tirraedood to SELL 


RED STAR Milker Inflations and rubber re- 
placement parts MUST SELL, orsdealers are 
REFUNDED for the unsold merchandise. You 
can't lose when you handle RED STAR Milker 
parts. RED STAR Inflations are made from the 
very finest of black synthetic stock with high 
gloss finish. Inflations and parts are also avail- 
able in red rubber. Find out today, about our 
Money Back Agreement with dealers. 


RED STAR DAIRY SUPPLY CO. 
SAUK CITY, WISCONSIN 
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NE LONGER HANDLED 
GARDEN TOOLS ... 


makes work easier ... saves backs... 


RIGID CULTIVATOR 
WITH 
RE-INFORCED TINES 


No. 270. A garden tool designed for exceptionally hard work and 
one of the most popular of our garden line. Claws are polished 
with back part lacquered red. Polished hardwood handles and steel 
ferrule. Length of handle 10!/2 inches red tipped. 


Weight per dozen, 6'/2 Ibs. Packed 1 dozen per box. 


IDEAL 
WEEDER 
FORGED 

STEEL 


No. 200. A very popular style of hand weeder. Back of steel blade 
full polished and both edges well sharpened. Furnished with a 
handle 10!/2 inches long red tipped. 


Weight per dozen, 5° Ibs. Packed 1 dozen in box. 


TRANSPLANTING HOE TROWEL 
FORGED STEEL 


No. 217A. Blade and shank hammer forged from one 
piece of steel. Front part of blade is finely polished 
The rear part and shank lacquered red. Largely used by 
gardeners for setting out cabbage plants, etc. Length of 
blade 7 inches with a handle 10'/, inches long red tipped. 


Weight per dozen, 11 Ibs. Packed '/2 dozen in box. 





GUARANTEED @ SINCE 1830 


WILLIAM JOHNSON INC. 


_ BRENNER AND KENT STREETS — NEWARK 3, N. J. 
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Alpha Hardware Enters 
Garden, Pet Business 


NEVADA CITY, Calif.—The Alpha 
Hardware Co. has entered into the 
garden and pet supply field here in 
October after buying out a local busi- 
ness house. 

Downey Clinch of Alpha Hardware 
Co., announced that the downstairs 
sector of the store is being con- 
verted into an expanded department 
that will feature all supplies and ac- 
cessories related to pets and birds 
as well as extensive gardening fea- 
tures of plants, seeds and accessories. 

Mr. Clinch also announced that his 
store will sponsor a daffodil contest 
this spring for the largest blooms 
entered at the Alpha by home gar- 
deners. 


Elected C of C President 
HOLTVILLE, Calif.— Lee Farris, 

manager of Holtville’s Imperial Hard- 

ware store, was elected president of 


the Chamber of Commerce here Sept. 
23. 


Heads 
Arvin's 
Western 
Sales 


Leland V. 
Hadin 


Leland V. Hadin has been named 
Western sales manager for the furni- 
ture and housewares division of Arvin 
Industries, Inc., Columbus, Ind. Mr. 
Hadin was previously district man- 
ager of the Indiana, Illinois, and 
eastern Missouri district. 


R. Rankin Resigns 
From Yakima Hardware 
YAKIMA, Wash.—Robert Rankin 
has resigned as vice president in 
charge of sales from the Yakima 
Hardware Company, Yakima, accord- 
ing to George Rankin, president. He 
has left the company to become as- 
sociated with the Rankin Equipment 
Company here. 


SINCE 1889 the weaving of insect wire screen has been done on conventional 
loom with shuttle and bobbin as seen in the “before” picture at left. The 
“after” at right shows one of a battery of 40 new looms in operation at the 
New York Wire Cloth Company’s plant in York, Pa. These looms are radically 
different, designed with the fill wire fed into the warp through a hollow shaft. 
Mechanical fingers pull the wire across the loom at an exceedingly rapid rate. 
The fill wire is then cut to the proper length for the particular screen width 
and the ends are tucked into the selvage, the reinforced edges of the screen- 
ing. The president of the firm, Louis D. Root, Jr., stated, “We expect each 
of the new looms to turn out 50 per cent or more feet of screening per day 
than a loom of conventional type. We are also satisfied that the product will 
be even more uniform in quality than our present premium screening.” The 
winding of bebbins is eliminated since the fill wire is fed from a spool taken 
directly from the drawing mill. Whereas bobbins have to be changed every 
8 to 15 minutes on a conventional loom, the large spool will provide contin- 
uous feed for four or more hours depending on the width of the screen cloth. 
The loom design makes it possible to provide a warp (the wires that run length- 
wise) more than double the size used on conventional looms. This enables a 


long continuous feed and operation. 
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Ballenger Joins Arter 


LOS ANGELES—A. M. Ballenger 
has joined the sales force of the Lee 
Arter Company, manufacturers’ rep- 
resentatives. Mr. Ballenger was form- 
erly with the J. Oster Manufacturing 
Company and then served for 18 
months as salesman in the California 
territory for Cummings Power Tool 
Company. 


Kentile Lays Plans 


Promotional and _ merchandising 
groundwork for 1958 was laid at a 
three-day Kentile divisional sales 
managers’ conference held in Brook- 
lyn, N. Y. Kentile, Inc., is a producer 
of resilient tile flooring operating 
plants in Brooklyn, Chicago and South 
Plainfield, N. J. 


Dealers Hold Fall Meet 


YAKIMA, Wash.—Final plans for 
the 54th annual convention of the 
Pacific Northwest Hardware and Im- 
plement Association were set by the 
association’s directors who met here 
recently for their fall board meeting. 
Members’ represented were from 
Washington, Oregon and Northern 
Idaho. The annual convention is sched- 
uled in Portland for Jan. 26-28. 


Borden Assignments 


Appointment of S. Robert Sweet 
and John A. Bushee to its coatings 
and adhesive department has been an- 
nounced by the chemical division of 
the Borden Company. 

Mr. Sweet has been assigned to the 
department’s sales staff in Philadel- 
phia while Mr. Bushee will work in 
the Borden’s latex laboratory in Pea- 
body, Mass. 


Proctor Appoints Ass't S.M. 


G. Carter Hansell, Jr., has joined 
Proctor Electric Company as assis- 
tant to the national sales manager, 
Consumer Division. Hansell comes to 
Proctor from Crown Cork and Seal 
where he was sales administration 
manager, Crown and Cork Closure 
Division. 


G. E. Appoints Mgr. 


Donald L. McFarland has been ap- 
pointed manager of industrial design 
for the housewares and radio receiver 
division of the General Electric Com- 
pany, Bridgeport, Conn., it was an- 
nounced by W. P. Von Behren, gen- 
eral manager of the company’s radio 
receiver department. 


Joins Jones & Laughlin 


H. J. Stephany, for 15 years sales 
manager of consumer products for 
Geuder, Paeschke & Frey Company, 
Lebanon, Ind., has joined Jones & 
Laughlin Steel Corporation in a simi- 
lar capacity, it was announced by C. 


K. Hubbard, general 
J&L’s container division. 


manager of 
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IN MEMORIAM 





OSGOOD 
MURDOCK 


OAKLAND — Osgood Murdock, 64, 
a former editor of ,HARDWARE 
WORLD, died on October 5. ; 

After serving in World War I, he 
became editor of HARDWARE 
WORLD and IMPLEMENT RECORD. 
In 1933 he became publisher-owner 
of the implement magazine. He sold 
it to King Publications in April, 1951 
and continued as its editor until 1954. 
Mr. Murdock then opened a publish- 
ing counselors service in Oakland. 

Mr. Murdock served as a council- 
man and Mayor of Piedmont in the 
early ’50s. He served as an advisor 
on farm implements to the War Pro- 
duction Board during World War Il 
in Washington, D. C. 

He will be mourned by hardware 
manufacturers, wholesalers and re- 
tailers throughout the country as he 
was an important part of the industry 
even after he concentrated in the im- 
plement field. 

He is survived by his widow and 
two sisters. 


GEORGE R. PAYNE 

NEW YORK CITY — George R. 
Payne, 46, statistical director of the 
Edison Electric Institute, died Oct. 11 
of a heart attack. Mr. Payne came 
to the Institute 23 years ago as a 
clerk in the statistical department. 

After serving in the U. S. Navy 
from 1943-46, he rejoined the Insti- 
tute as statistician and head of the 
statistical department. 


JOSEPH L. 
PLOWRIGHT 


DOUGLASTON, N. Y.—Joseph L. 
Plowright, 60, vice president of Sapo- 
lin Paints Inc., died here at his home. 
Mr. Plowright, a veteran of more than 
30 years in the paint trade, joined 
Sapolin Paints in 1928 and rose to 
become vice president in charge of 
sales. 

He was appointed a director of the 
company in 1953, as well as vice pres- 
ident of its marine affiliate, the C. A. 
Woolsey Paint & Color Co., Inc. He 
also served for many years with the 
National Paint, Varnish and Laquer 
Association both here and in Washing- 
ton. 


EDWARD J. BYRNES, JR. 
PALMER, Mass. — Edward J. 


Byrnes, assistant general manager of 
sales, eastern division of The Colo- 
rado Fuel and Iron Corporation, died 
here Oct. 8, at the Palmer Spring 
plant of CF&I. 

Mr. Byrnes started his career in 
1925 as an administrative assistant in 
the Springs and Formed Wire De- 
partment of the Wickwire Spencer 
Steel Company which later merged 
with CF&I. He later became assis- 
tant product manager and then prod- 
uct sales manager of the Springs and 
Formed Wire Department. 


LOUIS SIMON 


OAKLAND—Louis Simon, 65, pres- 
ident of the Simon Hardware Co., 
here, died from a heart attack while 
on a fishing trip in Crockett, Calif. 

The hardware store was founded at 





Fam WW MARSHALLTOWN 


MARSHALLTOWN 


the turn of the century by his father, 
the late Benjamin Simon. 


GEORGE R. RIDDLE 


GRANTS PASS, Ore.—George R. 
Riddle, 89, founder of Rogue River 
Hardware, died here Oct. 19. Mr. Rid- 
dle, a pioneer merchant, retired from 
active management of his store and 
sold a major interest in it. He founded 
his store in 1889. 


RALPH PRESCOTT WOODBURY 


PORTLAND, Ore.—Ralph Prescott 
Woodbury, 45, an ex-president of 
Woodbury Hardware Company, a now 
defunct wholesale firm, died Oct. 6. 

Mr. Woodbury at one time served 
as president of Woodbury & Co., an 
industrial supply firm. At the time of 
his death, he operated a marine sup- 
ply store in Oswego. 


HENRY L. ERNSTROM 


PORTLAND, Ore.—Henry L. Ern- 
strom, 69, vice president of the J. E. 
Ernstrom Company, died Oct. 19 at 
his home here. Mr. Ernstrom was en- 
gaged in the hardware business for 
43 years and was to retire from the 
Haseltine Company next month after 
38 years of service with that firm. 


DAVID H. STROWBRIDGE 

PORTLAND, Ore. — David H. 
Strowbridge, 96-year-old _ retired 
owner of the Strowbridge Hardware 
& Paint Company, died here at his 
home Oct. 3. 


RALPH SCHMIDT 


Ralph Schmidt, sales manager for 
the Cooper Manufacturing Company, 
Marshalltown, Iowa, died recently. 
Mr. Schmidt was well known in the 
hardware, garden equipment and 
other fields. 


RODGER M. CAIN 


SCIO, Oregon— Funeral services 
for Rodger M. Cain, 82, hardware 
store owner for 50 years, were held 
here last Sept. 23. He was a native 
of Ontario, Canada. 
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Molly Corp., Reading, Pa. 








Why i you can make 
(% more money 


1 A complete line of athletic equipment 
designed for your retail sale, as well 
as Little League, Babe Ruth League, 
Pony League and other youth teams. 





Permits you to handle a complete 

line with distribution through 
select wholesalers so geographically lo- 
cated to give you prompt and efficient 
service on all reorders. 








QQ Quality merchandise with eye appeal Z 
QO galore, competitively priced. for the Last word in Sportswear— 


First in Profits 








MacGregor tennis rackets, badminton 
sets, tennis and golf balls. 


#774 JONES STYLE CAP 
= —- 
s Free window and counter display materials, 
#1765 SHOOTERS VEST 


Better-than-average ) at / S. 4 1268 FISHING JACKET 


dealer profit. 
#1569 FISHING CREEL 


— om “The Lucky 
mace i” USA. Dog Kind” 
g i ea. 
. #740 FISHING CAP 


#772 HUNTING CAP 








#1579 FISHING CREEL 











: CUMBERLAND . 
DON’T DELAY. Write now for name of your nearest distributor | a wyou can't buy beer: Write for 


and copy of latest catalog with dealer price list. : to save your ™ free literature 


DRAPER-MAYNARD THE AMERICAN PAD & TEXTILE CO. 


Sports Equipment | SPORTSWEAR DIVISION 


GREENFIELD, OHIO 
4861 Spring Grove Ave. °* Cincinnati 32, Ohio | 
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BOAT SHOW IN IDAHO 


Retail Hardware Dealer Promotes, Finances, Stages Successful Annual Event 


Staging boat shows has in the 
past been the exclusive domain 
of the large manufacturer who 
displayed his products in the 
auditorium and arenas of metro- 
politan areas, but Ewing Little 
and Johnny Pierce, owners of 
Twin City Hardware, Kellogg, 


Idaho, covering a shopping area 
of 10,000 population, for two 
consecutive years have demon- 
strated that producing a boat 
show in their own backyard is 
within the realm of the retail 
hardware dealer. And what’s 
more, it’s profitable. 


FOR LARGE DISPLAYS, Twin City Hardware rented the showroom (above) 
one mile across town from their store. The showroom is used all year to set 
up package deals in boats and motors. Located in the back room, not visible 
above, is a work shop. In lower right corner, Ewing Little is on right and 


John Pierce on left. 


DECEMBER 1957 


“Our objective,” says Ewing, 
“is not only to sell merchandise 
on display, but to promote inter- 
est in new items, and also to 
show people what we have to sell 
at our store.” 

That the retailer can under- 
take such a project, which seem- 
ingly appears to be a major task, 
is manifest by the fact that 
Twin City Hardware organized, 
financed and promoted the show 
independently with the excep- 
tion of prizes donated and dis- 
played furnished by a few com- 
panies. 

How did they do this? We’ll 
let Ewing tell his story. 


Shopping For Ideas 


“The two-day show was held 
the first week in April, but our 
planning really started in No- 
vember of the previous year by 
attending a boat show in Seattle, 
Wash., to shop around for ideas. 
Actual time spent in advance of 
the show date was about two 
months lining up companies for 
displays. Getting the building 
ready consumed three weeks. 

“Our show area was a build- 
ing located one block from U. S. 
Highway 10 which passes 
through the center of Kellogg 
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CAMPING EQUIPMENT, including tents, sleeping bags, lanterns, water 
bags, etc., is inspected by visitors to the show, many of whom purchased the 
equipment on the spot. More than 30 sleeping bags, five tents and other items 
were sold during the two-day event. 


| FISHING-HUR 


SOME OF THE FEATURES of the Fenwick glass fishing rods are explained 
by a salesman to one of the visitors who stopped at the above display. Added 
interest for spectators were free movies of fishing, boating and big game 
hunting. 


COMPLETE SHELL RELOADING 
BENCH is being demonstrated by 
Walley Powell (right) of Jensen 
Byrd Co., Spokane, Wash. This dis- 
play attracted a lot of attention from 
visitors who were invited to “do-it- 
yourself.” 


and is one mile across town from 
our store. With the help of news 
and photo news stories in the 
local newspaper and a full-page 
advertisement, the attendance at 
the show was large. Further 
incentive to attend the show was 
offered in the form of free regis- 
tration for door prizes, free 
coffee and cookies, and movies 
of boating, fishing and big game 
hunting. 

“Featured in our display were 
12 boats of various styles and 
manufacturers including small 
row boats, runabouts and out- 
board cruisers. We also dis- 
played the complete line of 
Johnson outboard motors for 
whom we are dealers. 


Other Sports Equipment 


“Supporting the boat display 
were water skiis, life belt pre- 
servers and water sports equip- 
ment furnished by Marshall 
Wells Company. Fisheries Sup- 
ply of Seattle provided marine 
hardware exhibits while a com- 
plete shotgun shell reloading 
bench was demonstrated by a 
representative of the Jensen 
3yrd Co. of Spokane. In addi- 
tion to these, people who came 
to our show were introduced to 
tent and sleeping products by 
Ames, Harris, Neville Co., and 
Coleman products, Fenwick 
glass fishing rods by Fenwick 
Products, Inc., of Kent, Wash., 
as well as a large display of 
fibre glass materials with print- 
ed instructions for use. 
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“Cost of producing the show 
was about $500, most of which 
was for newspaper and radio 
advertising. The immediate re- 
sult was that we sold 30 sleeping 
bags, five tents and four boats 
with motors during the two-day 
show.” 


But Twin City Hardware’s 
range of vision went beyond the 
immediate results as Ewing tells 
it, “I believe the show was a 
success in that people who at- 
tended were very much inter- 
ested and a great many stopped 
to tell us how nice it was that 


ARRIVING FOR THE SHOW are three of the 12 boats of various styles and 
makes which included small row boats, runabouts and outboard crusiers. Four 
of the boats with motors were sold during the two-day show. 











You Are Invited to Attend 
TWIN CITY HARDWARE'S 


~SHOW 


> Seamnday - Sunday — April 6 & 7 


Uf FREE! — Coffee and Cookies — FREE! 
At the Old Save-a-Lot Bldg. Across From Sunnyside School 





WE WILL AGAIN HAVE A MOVIE 
THIS YEAR. FISHING INCANADA 
“GOD'S COUNTRY” 
—ALSO— 

“BIG CAME IN THE U.S.” 








BOATING HEADQUARTERS SHELL RELOADING 
} Wsallhere. Everything vou need for! As you watch. Do it yourself 
; more fun afloat Come on iu. browse | REN I AED LS! PED 
around, thunp the bulls of our new ; 
| beats Inspeet the wew gadgets. Ply | 
i ws with question» ; 


| E-LOVE TO TALK woaTiNg 


SEA-HORSES 
DEPENDas« 


; See the terest tn / JOHNSON SEAHORSE 
i | 9 new models, 3 to horsepower 
: TENTS & CARPING RODIPNERT | i sam? slips theak eucls. iene aid 
H - 7 + Harris | chenges on ever) quiet. dependable 
Some «Terrific Specials On 
SLEEPING BAGS, ICE CHESTS | 


= i 
5 GCOLEMAN STOVES & LANTERNS | 


| ___the mighty 35Golden Javelin 








DON'T MISS THIS YEARLY 
EVENT FOR LOCAL BOATERS 


The water sees dream j 


-----—~ 1 new Johnson fromthe Sea- Horse 3t0 » 


Un Display 
JOHNSON BOATS 
Biber Ghiss Runabouts 


\ Desplay by factory representative 





See the 
GOLL FIBER GLASS BOATS 
W-ft runabout coavertible 
and the 
H4-ft. Fisherman 


ON DISPLAY GENEVA 





Be Sure To Register fur Valuable 

{| Door Prizes 

;| 22 Automatic Rifle, Spinning Meeks, Spinning Rods, Marine 
Hardware and Many Others 


All Mohogany Glassed Runabout 


Hy Om Display 
i] Kellogg Eiks Roundup Grand Prine 
BOAT, MOTOR AND TRAILER 





JOIN THE CROWDS 
SEE WHATS NEW IN 1957 
i: Be Sure and Register far Boor Prizes 








| SURDAY HOURSOMAMLNTIL?? 


‘ 


KELLOGG, IDAHO 


SUNDAY HOURS 12:08 NOON UNTIL ? ? 





JOUNATE 
EWING 


: 
: 
i 


‘Twin City Hardware ™: 


PHONE 








FULL PAGE ADVERTISEMENT inviting residents of the Kellogg, Ida., 
area to attend the Twin City Hardware second annual boat and sporting goods 
show caught the attention of readers of the local newspaper. 
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someone took enough interest 
to put on a show like ours. We 
still have customers that ask for 
merchandise displayed at our 
1956 show, and of course, a 
great many ask about this year’s 
merchandise. On top of that, 
we've picked up quite a few new 
customers.” 


What about Twin City Hard- 
ware’s future plans for their 
boat show? Says Ewing, “We'll 
hold this show every year just 
as long as space is available.” 


SPORTS NEWS 


Three Californians In 
World Casting Tourney 


Three Californians were among 
Americans who represented’ the 
United States in the first world’s all 
’round professional casting champion- 
ship staged in Kiel, Germany last 
September. The trio was made up of 
John Dieckman of Costa Mesa, and 
John Tarantino and Myron Gregory, 
both of San Francisco. 

Tarantino snagged the world’s am- 
ateur all ’round title following up a 
similar victory in the United States 
competition held in Barberton, Ohio, 
last August. Dieckman provided the 
main competition to Ben Hardesty, 
Detroit, Shakespeare Company sales 
representative who captured the pro- 
fessional crown. 

Other countries represented in the 
10-event tournament of the Interna- 
tional Casting Federation included: 
Canada, Belgium, France, Holland, 
Germany, Austria, Switzerland, Nor- 
way, Denmark, Sweden and England. 


New Outdoor Director 


E, L. Rogers, former Johnson Mo- 
tors public relations head, assumed 
directorship Oct. 1 of Outdoors, Inc., 
a new company specializing in marine 
and outdoor public relations, and out- 
door sports travel with offices in Los 
Angeles, New York and Columbia, 
Mo. 

Leaving with Rogers, is Neal 
Peterson, also of the Johnson public 
relations department. 


Western Reps Selected 


James Devere and Richard Booth, 
The DeBo Company, Beverly Hills, 
Calif., were selected manufacturers’ 
representatives for the Krafty Fish 
Caller in the Far Western states, it 
was announced by BirchKraft, Inc., 
of Milwaukee, Wis. 
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SPORTS PROMOTION 


OF THE MONTH 





in-and-out 


Winter 
Recreation 


Schedule: Jan. 4-17 


OBJECTIV E—Accenting the theme that whole- 
some fun is not restricted to only one season of 
the year but limited only by the imagination of 
the individual whether he welcomes brisk outdoor 
weather or prefers the warm indoors during the 
winter months is the target of this sports pro- 
motion. Such items as skis, snowshoes, ice skates 
and toboggans for the outdoor type, and punch- 
ing bag, table tennis equipment, darts, and mus- 
cle-building gear for the indoor type should be 
included in the promotion. 

WINDOW—Divide your window into two parts 
with a red paper strip connecting with the win- 
dow in front and the simulated wall in the back- 
ground. The indoor side of the display suggests 
warmth when the background panel is covered 
with a warm-tone wall paper while the outdoor 
area is decorated with “icicles” cut from white 
paper or cotton suspended across a strip of wood 
along the top edge of the background panel. Bi- 
secting both panels is a moderately large sign 
painted in bright red and reading, “In-And-Out 
Winter Recreation.” Floor lamp spotlights di- 
rected on the items in the indoor display will serve 
to intensify the idea of warmth and comfort, 
while a blue spotlight on the outdoor items lends 
a character of glamour and adventure. 
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IN-STORE DISPLAY—A modified display fol- 
lowing the same theme projected in your window 
is set up along a wall section divided into two ad- 
jacent areas with indoor and outdoor merchan- 
dise placed in the respective areas. A cornice 
spreads across both areas in the center of which 
is the sign “In-And-Out Winter Recreation.” On 
the extreme outside trailing edges of both areas 
attach cardboards listing current indoor and out- 
door sporting events in which your customers can 
participate actively or as spectators by posting 
schedules of skiing meets or parties and indoor 
events such as rifle meets, table tennis tourna- 
ments, school basketball games and other con- 
tests. You can embellish this display with trim- 
ming to suit your taste and time. 

ADVERTISING—Support your promotion with 
newspaper or radio advertising which emphasizes 
a slogan such as—“Don’t Shun Fun During Win- 
ter Months.” Your ads should suggest ideas and 
stimulate the imagination of your customers on 
how they can enjoy recreation whether they pre- 
fer indoor or outdoor activities. 

Display in your ads sundry equipment and 
games from which the reader can select the ac- 
tivity which appeals to him or her most. Also 
stress that plans for winter recreation should 
include the entire family. 
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Use Inquiry Postcard for Further Information About SPORTS NEW PRODUCTS 








256—PERFECT SKINNING KNIFE 
with polished thumb rest makes an 
ideal gift for the sportsman. Four- 
inch hand forged carbon steel blade 
and cast aluminum guard. Zebra han- 
dle of black fiber and aluminum.— 
Robeson Cutlery Co., Ine. 





and spin box loaded with features 
which include seven cantilever trays 
with total of 53 lure compartments, 
Lur-gard tray liners and deep storage 
area beneath trays.—UMCO Corpora- 
tion. 





258—NEWCOMER to the Evinrude 
line of outboard motors is the Four- 
Fifty, a 50-horsepower V motor that 
utilizes principle of horizontal place- 
ment of its four cylinders for more 
compact, efficient, vibration-free op- 
eration.—Evinrude Motors. 
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259—AUTOMATIC RAPID - FIRE 
pistol uses standard CO2 cartridge 
and ordinary BB’s. Has three position 
power control, fires as fast as trigger 
is pulled. Tops for small game, pests, 
target practice.—Healthways. 





260—MORE MODELS of the “Push- 
Button” reels have been introduced 
with machined aluminum spool that 
effects a smooth drag on reel elimi- 
nating spool distortion. Available in 
four models priced from $16.50 to 
$23.95. Accessories optional.—Shake- 
speare Company. 





(\ 


262—TIPS AND BLADES are sep- 
arate pieces in the new Broadhead, 


Field and Pom-Pom arrowheads. 
When attached they form single unit. 
Dull blade can be removed and sharp 
one put in on the spot. Made of cut- 
lery steel—JA-LEA Company. 





263—CONTOUR-GRIP designed for 
use with all closed-face spin casting 
rods features molded thumb rest that 
cradles and supports thumb in natural 
and comfortable position and makes 
casting easier.—Richardson Rod & 
Reel Company. 





261—NEW COLORS to complement 
any boat are the principal external 
changes in the 1958 line of Oliver Out- 
board Motors. Beach White and Mar- 
lin Gray in addition to Sunset Red, 
Riviera Blue and Tahiti Yellow are 
available.—Oliver Outboard Motors. 


264—FRONT RUNNER in the new 
line of 1958 Buccaneer outboard mo- 
tors is the 35 horsepower deluxe mod- 
el. Weighs 134 pounds and slow idles 
at 33 miles per hour. Coils and con- 
densers are moisture-proof. Electric 
12-volt system.—Gale Products. 
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Rete) 4 eee 
LEARN! 


about Opal S greatest 
profit builders... 
4 new choose-your-size 


‘“*rack-and-roll”’ deals 


Now OPAL Insect Wire Screening 
adds new flexibility to its proved 
profit-building dispensing rack 
and screening deals. Now, you can 
select your type of rack and also 
the widths of screening most 
called for by your customers. 

And look at the low, low prices! 
Better call your distributor be- 
fore they go up... or mail coupon. 








Deal No. 2A Space-saving single-sided Aluminum 
Rack (not shown) with five 100-ft. rolls of OPAL Alumi 
num Screening (1267 sq. ft.). Your choice 26”, 28 
30”, 32", or 36” widths. Price $141.45" (Rack only 
$39.95 f.0.b. Factory) 

Deal No. 3A Double-sided Aluminum Rack with five 
100-ft. rolls OPAL Aluminum Screening ond five 100-f 
rolls OPAL Galvanized. Your choice above widths. Price 
$221.25° (Rack only—$52.95 f.0.b. Factory) 


Deal No. 4A Double-sided rack with ten 100-ft. rolls 
OPAL Aluminum Screening. Your choice cibove widths 
Price $244.25° 
Deal No. 5A Double-sided rack with ten 100-ft. rolls 
OPAL Galvanized Screening. Your choice above widths 
Price $201.25° 


* Freight prepaid and allowed west of Rockies 


Opa 


Use this coupon today! 


America’s fastest-selling 
quality screening. 


Please have distributor in my territory contact me on 


Rack Deal No 


COMPANY 
STREET 


Mail coupon to: 


NEW YORK WIRE CLOTH CO. 


York, Pennsylvania 


For Details Circle 36 on INQUIRY CARD 


| when 








INDEX TO ADVERTISERS 





(This index is published as o convenience and not as a part of the edvertising contract. Every 
care is taken to index correctly and no allowance will be made for errors or failure to insert) 





Note: Figures in parentheses () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 48 
desiring further 
about advertisement. 
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Western Merchandise Exhibitors Associa- 


Western Merchandise Mart 


Wilshire Manufacturing Co. 








HARDWARE WORLD 






















Say “seal it 
with Thompson’s” 
when you sell it! 


Thompson’s Water Seal is the all-season, 
multi-purpose water sealer, tried and 
proved in commercial and residential 
construction. And it’s the natural selling 
companion for such hardware items 
as brick barbecues, awnings, 
ready-made fencing, patio 
tables — and with paint. 
Thompson's Water Seal pro- 
tects and preserves unpainted 
or painted wood, plaster, 


ee ea l concrete, stone, mortar, 
ATE R SE stucco, canvas, leather, 
Bag a Faas 
is) 


asbestos, fabric and many 
other materials — and stops 
moisture damage. 


“Seal” your sales for 
extra profit 


Available in a wide variety 

of sizes ranging from 8 ozs. to 
55 gallons. For complete 
information, write Dept. F-12. 


E. A. THOMPSON CO., INC. « MERCHANDISE MART + SAN FRANCISCO 3, CALIF. 

SAN FRANCISCO * LOS ANGELES * SAN DIEGO «+ PORTLAND « SEATTLE 

DENVER * DALLAS * HOUSTON « ST. LOUIS + ST. PAUL * PHILADELPHIA 
DETROIT * CHICAGO «+ CLEVELAND * NEW YORK * MEMPHIS 
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HELP WANTED 
MANAGERS & ASSISTANT MAN- 
AGERS for large retail hardware in 
the San Fernando Valley—20 miles 
from Los Angeles. Experienced in- 
telligent people, ages 30-40, wanted 
to manage hardware, paint, house- 
wares, electrical, and plumbing de- 
partments. Excellent opportunity to 
grow with an organization that is 
growing with the West. Live in the 
fabulous San Fernando Valley with 
its year round summer. Write full de- 
tails to Box A-901, care HARDWARE 
WORLD, 1355 Market St., San Fran- 
cisco 3, Calif. 





STORE IMPROVEMENT KIT... 
for those who are planning to change 
their layout, expand, modernize, or to 
go into a new location. Kit contains 
a large graph sheet and scaled models, 
representing table and wall fixtures, 
along with many ideas and complete 
instructions. Our readers may pro- 
cure this valuable kit for one dollar. 
Send order or check today. HARD- 
WARE WORLD SERVICE BUREAU, 
1355 Market Street, San Francisco 3. 





AGENTS WANTED 
VENTILATING HOODS AND FANS 
FOR KITCHEN AND BATHROOM 
MFRER. wants reps calling on one or 
more of following. Hardware whole- 
salers. Hardware contractor-dealers. 
Lumber yards. Bldg. supply dealers. 
Electrical wholesalers. Sheet metal 
wholesalers. SHeet metal contractors. 
Appliance distributors. Dept. stores. 
CAL VENT MFG. CO., 1030 Gerhart 

Ave., Los Angeles 22, Calif. 








Announcements in this section are inserted at the ~ate of ten 
cents per word, including address or box number, with a minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 








ITIES 


BOOK FOR SALESPEOPLE 
CHINA AND GLASS by H. Q. Wil- 
son, a 56-page book which reveals 
historical background, manufacturing 
methods and merchandising of pot- 
tery, dinnerware and glassware. Ex- 
cellent sales reference for sales peo- 
ple. Special price $.25 each, HARD- 
WARE WORLD SERVICE BUREAU, 
1355 Market Street, San Francisco 3. 


LINES WANTED 
Manufacturers representative wants 
lines of quality to place with Hard- 
ware and Automotive jobbing ac- 
counts in Washington, Oregon, Idaho, 
Montana, Alaska and British Colum- 
bia B. C. Address Box A-904, care 
Hardware World, 1355 Market St., 
San Francisco 3, Calif. 




















JAPAN 
EXPERIENCED import-export ex- 
ecutive returning to Japan shortly. 
Desires to represent American or 
foreign firms. Has excellent con- 
tacts in Japan, speaks the lan- 
guage, and is thoroughly familiar 
with the Far East. Can also act 
as purchasing and sales agent. Ad- 
dress Box A-905, care HARD- 
WARE WORLD, 1355 Market St., 
San Francisco 3, Calif. 











CATALOG 

Send for our plumbing catalog with 
our low prices, we will also put your 
name on our perpetual mailing list 
to receive all of our mailings no 
charge. Seaboard Plumbing Specialty 
Corp. 1007 Atlantic Ave. Brooklyn 38, 
be 


LINES WANTED IN NORTHWEST 
Representative going on 14 years of 
selling hardware and _ housewares 
lines in the Pacific Northwest would 
like at least one more line to offer 
to the trade, either housewares, gen- 
eral hardware, or electrical house- 
wares. Address Box A-906, care 
HARDWARE WORLD, 1355 Market 
St., San Francisco 3, Calif. 








Opens Toy Annex 

LAKESIDE, Calif.— The Narra- 
more Hardware Company has opened 
a toy annex here at 115 Maine St. 
carrying a complete stock of wheel 
toys, games and dolls. 





Where's The Number? 


Due to mechanical limitations the IN- 
QUIRY NUMBER is sometimes omitted at 
the bottom of an ad. To find the inquiry 
number check the INDEX TO ADVER- 
TISERS on Page 62 of this issue. 


CIRCLE THE NUMBER — WE DO THE REST 




















Furniture Rest — Pintle Type 
















Adjustable Rubber 
ushion Glide 


ie 


Monopoint Glide 


















Bakelite Caster Cup 


RUBBER CUSHION GLIDES 















Wonderful for all wood ¥ 
and metal furniture. 
Glide softly, silently, 
smoothly. Set of 4 = 
a 3-color card. . Siz 

%e”", %”, 1” 11/16", 1%", 1Ye". 


PROMPT SHIPMENT 


For Details Circle 39 on INQUIRY CARD 


Ask your jobber, if he is not supplied, write 
ROBERT E. MILLER & CO., INC., 
35 Pearl St., New York 4, N. Y. 








Set of 4ina 











3-color Box, Rubber Ex 
Gart =. . Tubular Glide 
eg . nye" * Upholstery Nail 
78.» Ya" 
Rubber 
Crutch Tip 





















HARDWARE WORLD 





for nails with extra 


Screw Shank Flooring Nail 


Ring Shank Gypsum Wall Board Nail 


Ring Shank Hummer Nail 


Ste 


Ring Shank Siding Nail 


Screw or Ring Shank Pellet Nail (Screw Shank Shown) 


es 


Ring Shank Underlay Nails 
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Ring Shank Spikes 


Screw (above) or Ring Shank (below) Box and Common Box Nails 








Consult your 
CFal representative 
for further details. 





holding power... 


screw and 
ring shank 
nails 


These efficient nails give the extra holding 
power and enduring strength that your 
customers need in such applications as 
flooring, pallets, crating, boxing, cabinets, 
wall board, siding, shingles, shakes and 
framing. 


What’s more, the shanks of these nails 
actually lock with surrounding wood fibers. 
This makes them ideal for all climates . 

and where green or unseasoned lumber is 


> used. 


The best proof of the amazing holding 
power of CF&I Screw and Ring Shank 
Nails* is an actual test. Try a few your- 
self. Then you'll really recommend 
them to your customers. 


*Available west of the Missouri River only. 
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THE COLORADO FUEL AND IRON CORPORATION 


Denver °¢ 


Albuquerque + Amarillo + Billings » Boise - 
Los Angeles » Oakland + Oklahoma City - 
Spokane + Wichita 


Butte - Casper + Denver - 
Phoenix + Portland + Pueblo - 


Oakland 


El Paso + Ft. Worth + Houston + Kansas City « Lincoln (Neb.) 


Salt Lake City - San Francisco + San Leandro + Seattle 
CANADIAN REPRESENTATIVES AT: Calgary - Edmonton + Vancouver 


+ Winnipeg 


For Details Circle 40 on INQUIRY CARD 
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J INTHENYLON 
| CORD BUSINESS f 


® The Easy Way 

®@ The Low Inventory Way 
® The Low Cost Way 

® The Packaged Way 

® The High Profit Way 


100% NYLON 
BRAIDED CORDES 
RACK s 


That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16", 1/4” and 5/16”. Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


a ® 3 
Kine on: 
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John H. Graham & Co. Inc. 
105 Duane St., New York 8, N.Y. 
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